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HE War Production Board, on May 19, virtually lifted 
its three-year ban on the manufacture of household gas 
and electric refrigerators by authorizing initial produe- 


tion at the rate of 265,000 a quarter for the last two quarters 
of 1945. 


Officials of the WPB indicated, however, that few of the 


530,000 refrigerators will be made available for distribution 
to the public through normal retail channels. 

Initial production, including probably all the lites 
that can be made this year, the WPB said, will be added to 
the nation’s stockpile reserved for hospitals, blood banks, and 
other essential uses, 

The present stockpile, reduced to about 35,000 refrigerators, 
is inadequate to meet military and other urgent requiféments, 
WPB officials explained. Members of the Domestic Mechan- 
ical Refrigerator Industry Advisory Committee also expressed 
the view that few if any new machines would reach normal 
retail channels before 1946. In authorizing production within 
the quarterly program for 265,000 domestic mechanical refrig- 
erators, and in allotting materials, the Consumers Durable 
Goods Division, WPB, proposes to adopt the following pro- 
cedure: 

Of the total amount of material allocated for the program, 15 
percent would be set aside for manufacturers who have not 
previously made refrigerators but who may wish to participate 
in the program and 85 percent would be set aside for manufac- 
turers with an “historical pattern” of refrigerator production. 
Informal surveys by the division indicate that 15 percent of 
the allocated materials will be adequate to give the expected 
new manufacturers equitable treatment as compared with 
former manufacturers. 


HIS above announcement is significant on the probabili- 

ties of the reconversion program in two ways. First, in 
the indication of the policy not only on the production of post- 
war appliances, but also in relation to distribution. On the 
face of it, this policy implies there will be for essential uses— 
hospitals and blood banks are specifically mentioned—a need for 
530,000 electric and gas refrigerators in a period of something 
more than six months. The question immediately arises, why 
this quantity in this period ?. 

In April 1942 when refrigerator stocks were frozen, there 
were some 670,000 refrigerators in warehouses throughout 
the country, the property of distributors and manufacturers. 
Certain types and sizes out of this number, were found more 
than sufficient for any needs in prospect, and in September 1942 
100,000 were released for sale to the public. During 1943 
another 50,000 were so released. We now have, on WPB 
authority, 35,000 refrigerators in such stocks. So that in three 


years our non-civilian use of refrigerators was approximately 
485,000 electric and gas refrigerators. 

With half the war over, it seéms hardly possible that 530,000 
need to be added in six months to the existing 35,000 stockpile. 
This is not written in criticism. Our idea is that behind this 
policy of authorizing production without authorizing civilian 
sale, there may be a wise and constructive means of insuring 
that distribution once resumed will be more orderly, more 
equitable to manufacturers, and more fair to all the distributing 
trades than if sale were authorized to take place as rapidly as 
refrigerators could be produced off the line. 


UPPOSE, let us say, we have sometime after the first of 

the year 1946 around a half million refrigerators in ware- 
houses throughout the country. The manufacturers at this 
time also should be approaching volume production. Produc- 
tion once started will of course not be stopped when this 
present allocation of 530,000 has been reached. Therefore at 
that time the Armed Services need not fear that they will be 
confronted with a shortage of refrigerators for essential use. 
What then would be more reasonable than the release for 
consumer sale of the half million or so refrigerators in ware- 
houses throughout the country ? 

The result would be that among the retail trade there would 
be a fair amount of stock available for each qualified dealer. 
Favoritism and unfairness in allocation to retailers would be 
reduced to the minimum. The public would have free access 
to a quantity sufficient at least to their going needs. Danger 
of bootlegging of these products would be minimized, and 
consumer, retailer, wholesaler and manufacturer would all 
benefit. 


F FURTHER significance, in this announcement, WPB 

sets at rest the discussion that has been going on for 
two years or more now, as to whether only manufacturers 
established before the war would be permitted to take part in 
the first phase of reconversion. 

WPB says here in effect that any manufacturer will be 
given a chance to get into any business. If he has not a fully 
developed and tested product and still insists on manufacturing 
up to some quota allowance, he is taking his own risk. But 
WPB is not building a fence around pre-war manufacturers 
in this field. 
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“Only ONE of our 2642 


customers was without 


heat overnight,” 


writes W. F. Bolster, Jr. 


W. F. Bolster, Jr., is head of Bolster Brothers, Inc., 
East Orange, New Jersey. This dealer, in 6 years, 
has built an exceptionally profitable business with 
Timken Products. How? Read his letter. 

“Here is a record we're mighty proud of,” writes Mr. 
Bolster,“"—during the entire heating season just past, 
only one of our 2642 Timken customers was with- 
out heat overnight thanks to the trouble-free oper- 
ation of Timken Silent Automatic Oil Burners. 


“In spite of the shortage of help, severe weather 
and transportation difficulties, your quality-built 
burners enabled us to give sucli service that only one 
of our customers suffered the inconvenience of being 
without heat for more than a few hours — day or 
night —Sundays and holidays included. This is a 
record you can well be proud of. 


“We want you to know how much we appreciate the 
aid you have given us with sales, in business man- 
agement, in hiring and training salesmen, in school- 
ing our mechanics to install and service properly, 
and in backing up our efforts with your national 
magazine, newspaper, and direct mail advertising. 


“Our users are writing our postwar sales story NOW! 
They are telling us how wonderful it is to own a 
Timken ... why a burner with only one moving 
part requires less service ... how quiet their 


burners are . . . how much warmer they have been 
with a Timken that uses much less fuel than their 


neighbors use with ordinary oil burners. 


“Timken Dealers will sure be in excellent shape to 
increase their business and profits when wartime 
restrictions permit you to lift the lid on the new 
line of Timken Silent Automatic Oilfurnaces, Oil- 
boilers, Conversion Burners and Water Heaters.” 
* 

Will you be in equally good shape to build a sub- 
stantial, permanent business when the lid is lifted? 
Will you have the backing and cooperation of an 
organization like Timken behind you? Write us 
NOW and arrange an interview. 


Stlent 


Quality Home Appliances for Comfort, Con- 
venience and Economy + 20 Years of Faithful 
Service to American Homes 


Division of THE TIMKEN-DETROIT AXLE CO. 
DETROIT 32, MICHIGAN 
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Only Hollywood 
could describe the new 


THOR Automatic Washer 
— it’s “colossal”, 

“supercolossal”, 
“ultra-sensational.” 
Different from any before- 


the-war machine, the 


THOR Automatic is 


more than just a washer 


—will do several 


Thor Washer ads like this are one 
reason millions of women are 
waiting for the new Thor Auto- 
matic Washer with extra eager- 


ness. Another reason is Thor’s 


thirty-nine-year reputation for gasp for breath, 


building washers and ironers Watch for it! 
which fit every need of the 


women whom they serve so well. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation 
Chicago 50, Illiaois 
Thor-Canadian Company, Led., Toronto, Canada 
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Accept wartime packaging cheerfully 


BD Carry your own shopping bag 
Don't ask for 


paper PACKS A PUNCH? 


t 


= 


| SHE. does her by SUvING 


As shoppers for 85% of all consumer 
goods, women are playing an important 
role in the nation’s drive to overcome 
our Vo. 1 War Material shortage. Their 
cooperation makes it possible for the 
merchant to curtail the use of paper 
bags and wrapping paper—and where 
that cooperation is requested—women 
have shown a readiness to respond. 


In this way women on the home front 
are helping to keep our men on a world- 
wide battle front supplied with hun- 


dreds of thousands of vital items which 
involve the use of paper. 


McCall’s Brings the Need 
Before 3,500,000 Women 


Through its editorial pages McCall's. 
month by month. helps to influence 
more than 3.500.000 women in their 
wartime living and thinking. The one 
woman out of every five in your com- 
munity who lives by McCall's ap- 
proaches the adiustments of a war econ- 


omy with an unusually understanding 
mind. 

(Only 4% of all paper is used by 
magazines—and organized salvage 
drives recover much of that for re-use. 
In addition, McCall Corporation, along 
with other publishers, has introduced 
many economies that are saving thou- 
sands of tons of paper. ) 
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THREE MAGAZINES IN ONE 


@ In your business you can help—1. by conserving paper 
2. by turning in for collection all old paper and dis- 
play material in your files, shelves and storage place. 
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EXHIBIT A 


A low saturation market! Reliable sources 
show* that 2 out of 3 homes are without auto- 
matic hot water. That’s only 33% saturation for 
this necessity of modern living! In your own 
locality the sales opportunity for Duo-Therm 
Automatic Fuel Oil Water Heaters may be even 


AND THERE, GENTLEMEN OF THE yuR 
‘ Y, 
IS ONE OF THE GREAT OPPORTUNITIES OH YEAH P 


IN APPLIANCE MERCHANDISING! LETS SEE THE 
EVIDENCE ! 


EXHIBIT B 


A year ‘round business! You can sell Duo-Therm 
automatic water heaters right around the calendar 
because people need hot water every day of the year. 
And you can sell ’em to both farm and city 
dwellers because Duo-Therm burns cheap fuel oil 
—needs no gas or electric connections. Duo-Therm 
provides hot water automatically for less than half 
as much as electricity or manufactured gas. 


bigger! 

* Most recent available surveys by leading 
trade journals, combined with the latest 
applicable.U. S. Census figures. 

EXHIBIT C 


No trade-in problems! A worn-out water 


Duo-Therm Water Heaters you make clean 
sales and clean profits. What’s more—a high 


Behind each Duo-Therm Automatic Fuel Oil Water Heater stands one 


of America’s great industrial izati 
heater is not usable—so there are no trade- ord of 18 years of faithful a Wars napegsicmys plus an unrivaled rec- 


ins to penalize your profits. When you sell Heaters are now in limited produ 


in the home. Duo-Therm Water 
tion for essential civilian needs. 


unit sale and generous discounts make Duo- , 
Therm merchandising opportunities even * 
more attractive. 


DIVISION OF MOTOR W 
HEEL CORPORATION w= LANSING 3, MICHIGAN 


America’s Largest Manufacturer of 


Fuel Oil Heating Appliances and Pioneer in Fuel Oil Water Heating 


GET THE WHOLE story 
OF THIS GREAT OPPOR- 
TUNITY IN APPLIANCE 


DUO-THERM Division of Motor Wheel Corporation 


MERCHANDISING! | magshe K-10, Lansing 3, Michigan 
THE ease send me your new booklet, “ 
COUPON NOW! mation on the water iecret aan 24,000,000 PROSPECTS", and additional infor- 


nd dealer franchise. There is no obligation to me 


‘OMAN 
| 
= 
HERE 
IT1s/ 
\ 
SQ 
me | 
=a 
© 1945. Motor Wheel Corp. 
| | | 
| 
| 
| 
| 
CITY P. 0. ZONE COUNTY STATE | 
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COMING! 


Announcement 
America! 


Hold everything until the big NEWS breaks! 


WHEN THE word “GO!” is given, the eyes of all America will be 
focussed on the NEW Emerson Radio line—superlative sets for 
every purpose and every purse—Television that creates a theatre 


Through in every home. 
EMERSON Engineered into the new chassis and imparted to the crisp 
4 outer designs will be entirely new concepts of Style, Tone, Per- 
Franchised formance and Value. 

Dealers Only Emerson’s leadership—the World’s Largest Maker of Small 
Onty dealers who display Radio — will be reaffirmed, not only through sensational new 
the Emerson Franchise products, but also in a campaign of advertising (cooperative and 
will share in the nation- national) that will dwarf all previous promotion. 
wide promotion campaign Before making ANY plans — before making ANY merchan- 


shortly to be announced. 

If you have not already 
done so, ask your Emerson 
distributor how you can 
qualify for the Emerson 
Radio Dealer Franchise. 


dise commitments—watch for the forthcoming announcement. 


EMERSON fMADIO AND PHONOGRAPH CORPORATION, NEW YORK ll, N. Y. 
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If you are already an authorized 
Monarch Electric dealer, you have 
the satisfaction of knowing that 
these exclusive Roaster Range oven at cooking. 
sales kit! . may be cooked. 
If you are not a Monarch dealer, 
and will have to COMPETE against a > ; 
this Monarch Roaster Range with a 
conventional type unit — now is 
the time to remedy your disadvan- 
tage. Write at once for exclusive 


dealer franchise. 


Provides auxiliary 


iF ITS A 


RANGE 


PATENTED 


MALLEABLE IRON 
‘Ws RANGE COMPANY 
3865 Lake St. Beaver Dam, Wis. 
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OFFERED 


ADVERTISERS 


WZ 


NATIONAL SHOW 


for your product 


FOR YEAR 


HERE is no trick in that statement — a national show 
for $37,200. For the show is Redbook magazine, with 
as cohesive, important an audience for its kind of enter- 
Ore of the shave This is a great writer — Somerset tainment — really good reading — as the audience of any 
Maugham. He wrote one of the world’s classics, “Of Human daytime radio serial, for example. 
chee Yet the cost of doing an important selling job on this 
great novel . . . which appeared first in Redbook magazine. : 
And that is just one example of the kind of great writing worthwhile segment of America — with a full page in 


which assembles for your product's advertising... Redbook's every one of Redbook’s 12 issues — is only $37,200 a year, 
audience of 1,500,000 families who happen to like fine 


fiction. And 1,500,000 is better than a 5.0 rating. not $370,000! 


Even though Redbook space is sold out, at 
the moment, it is not too soon to make plans 
for the day when space is available. 


To Nearly 1/5 of America — 
A Program of proven Sales Power 


Redbook, Cosmopolitan, and Ameri- 
can, THE 6 MILLION GROUP, reach six 
million families with less than 15% 
duplication—approximately one out of 
every 5 in the United States. And a full 
page in every issue of all 3 magazines 
costs only $160,000 a vear. 
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THE RIGHT ANSWER 


means money in your pocket 


Why was Time chosen? 4nscver: 
Time goes to over 1,000,000 
people who are leaders in politi- 
cal thought, business, education, 
religion and many other walks of 
life. They are the ones who will 
most quickly grasp—and act 
upon—television’s many golden 
promises. 


. . » How soon? . . . How 
good? . . . When will new broadcasting 
stations and home receivers be ready? 


America wants to know the answers. 


RCA, as the pioneer and leader in every 
phase of television including broadcasting, 
research, the manufacture of studio and 
station equipment and home receivers, is 
best equipped to give the facts. America is 
getting the right answers on television from 
RCA—in a special series of advertisements 


currently appearing in Time magazine. 


Read these ads as they appear. They will 
help you plan your future merchandising 
strategy to get the most out of television . . . 
and radio, too. They will help you and your 
customers to understand how television will 
supplement and not replace radio. They will 
build your faith in the golden promises of 
television and renew your confidence in the 
rich and continuing market for radio. 


All this means money in your pocket. 


In Canada, RCA VICTOR COMPANY LIMITED, Montreal 
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Better because great new resources, facilities and 
experience have been added ... strengthening 
Ken-Rad’s leadership . . . enabling Ken-Rad Metal 
Tubes to serve even more successfully today’s radio- 
owners and those who will buy the finer new instru- 
ments soon to appear . . . increasing substantially the 


@ Write for your copy of KA. value of the Ken-Rad franchise! 


“Essential Characteristics” 
the most complete digest of 
tube information available. 


KEN-RAD 


OWENSBORO, KENTUCKY 
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EASY better than 6% 
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1940 1941 


EASY better than 9% 


over industry average over industry average 


1942 (6 months) 194.... 
EASY better than 20% 2 
over industry average 


This 


HEN washer production was stopped in May 

1942, Easy’s average unit-of-sale was better 
than 20% over the composite average industry 
unit-of-sale. That sensational record wasn’t a tail-end 
splurge brought about by war production cut-backs 
and the general sellers’ market. It was the result of 
a consistent rise to the top due to Easy’s premium 
priced washer promotions and a thorough program 
of sales training. Even before Pearl Harbor, dealers 
found Easy’s program produced more dollars per 
sale— more dollars in the till. 
Easy’s post-war aim is to give Easy dealers a program 
that will insure for them a continuance of the high 
unit-of-sale record they enjoyed in the past. “Live” 
unit demonstration display plans, a sales training 


Easy’s record of leadership and detailed plans for the 
future are all contained in our new 16 page booklet 
“What can Easy offer you that no one else can”. 
If you did not receive your copy, write for it today. 


1945 


program that takes a leaf from the highly successful 
and effective army training techniques, are just part 
of a well thought out program to help Easy dealers 
sell more Easy washers and make more money. 

Yes, Easy is thinking and planning ahead. Easy ad- 
vertising in leading national publications is maintain- 
ing old friends (there are more than 2,000,000 Easy 
owners) and building new ones. That means a huge 
back-log of prospects for you. You can expect Easy’s 
enlarged engineering division to be “‘first” again with 
new improvements and advancements. That’s why 
we say “your Easy franchise is worth more to you 
today than ever before.” Easy Washing Machine 
Corporation, Syracuse 1, New York. Home Laundry 
Specialists for 68 years. 


WASHER 


WASHES MORE CLOTHES FASTER 
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“As I see it, the demand 
will be for top-quality 
electric clocks...” 


“Uh-huh. Our customers will 
be asking for the kind of 
quality Seth Thomas builds 
into clocks...” 


HE THIRD: ¢ 

“That’s why I insist a 
Seth Thomas Franchise is 
about the most valuable 
asset a man can have!” 


Keep an eye on Seth Thomas, New designs are ready. Our plant is 
set to go. And before long, we hope, conditions will permit making 
self-starting electric and spring-wound clocks for your customers. 
Right now, of course, we’re still on war work. Seth Thomas Clocks, 
Thomaston, Conn. 


Seth Thomas Electric Clocks 


SELF-STARTING ...SYNCHRONOUS 
” 
Yee tn hocks 


A product of GENERAL TIME Instruments Corporation 


clock for streamlined kitchens 
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Greater Philco Service is not a dream of tomorrow ... 


not a promise held out for those post-war days when 
everything is going to be streamlined, chromium-plated, 
and dished up on a silver platter. Greater Philco Ser- 
vice is here today...in active operation... not 


experimentally ... but on a nation-wide scale! 


The Philco Service Division 
is already completely 
organized . . . organized in 
separate departments... 
complete departments for 


each Philco product... for radio and television, for 


auto radio, for refrigerators and for air conditioners. 


Linking these all together, the Philco Service Division 
has organized a competent, carefully trained staff of 
Philco Field Service Engineers who will travel the 
country, give all the time your service manager asks 
to his specific problems, and help him train the men 


who will service ALL Philco products. 


PHILCO 


Radios.- Phonographs - FM - Television - Refrigerators - Freezer Chests - Air Conditioners 
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These Field Service Engineers have nothing to sell. 
Their full time job is to help Philco distributors and 
dealers on all service problems...and to train dealers’ 
servicemen by technical training methods tried, proved 
and approved by the Armed Forces of the United 


Nations. Fifteen thousand tech- 


nicians were trained by these 


methods... in these courses... 


which will now be available 


through Philco Field Service En- 
gineers for the Service Depart- 


ments of every Philco Dealer. 


Greater Philco Service is here... at your command 
today! Write Philco, Philadelphia, Pa., for full details. 


yer! 
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100 Bek cont in war 
uction, Sentinel advertising 


CORPORATION 


RADIO SINCE 120 
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| STUDIO TONE IN YOUR HOME 
\ 9 ould only be here 
at the Sentinel plants—see 
of peace—you'd know the 
promise of profits Sentinel 
7 production—will make the n 
4 inthe markets of Tomorrow— _ 
big business builders for Sen- 
continues to carry the story of 
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For the perfect setting for Universal's newly 
designed post-war appliances and house- 
wares, plan your store the Moderneering 
way—it’s the set-up to step up sales designed 
by Universal merchandisers. 


The Store Planning Set-up to Step Up Sales! 


The Moderneering Guide to Store Planning in- 
cludes 40 colorful pages of ready-to-work infor- 
mation prepared under the direction of Richard 
M. Bennett, Professor of Industrial Design, Yale 
University in cooperation with the leading na- 
tional manufacturers of store materials who have 
contributed their expert advice as follows: Store 
Fronts—Pittsburgh Plate Glass Co.; Signs— 


\BE Here’s What the “U" Plan Has in “Stores” tor You! 


LANDERS, FRARY AND CLARK e NEW BRITAIN, CONN. 
Universal Electrical Appliances Distributed in Canada Exclusively by Northern Electric Company, Ltd. eis ns 
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National Electric Sign Assn.; Interiors—The 
Celotex Corp.; American Store Equipment & Con- 
struction Co.; Devoe & Raynolds Co., Inc.; Display 
Fixtures—W. C. Heller & Co.; American Store 
Equipment & Construction Co.; Flooring—Con- 
goleum-Nairn, Inc.; Lighting—Sylvania Electric 
Products, Inc.; Air-Condi- 
tioning—Carrier Corp. 


Store Planning Division EM 
Landers, Frary & Clark, New Britain, Conn. 


Gentlemen : 


Guide to Store Planning. 


; I plan to modernize my store—please send me complete Moderneering 
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EUREKA “QUALIFIED” DEALERS will be 


ACTION. 
WHEN WASHINGTON GIVES THE 


The New Eureka 

Complete Home 

Cleaning System 
More than a vacuum 
cleaner . . 
Home Cleaning System 
tailor-made to do ev ery 
job. 


. a complete 


GREEN LIGHT / 


When peacetime product production q 
is resumed, Eureka “Qualified” 
Dealers will be ready for action in 

the true sense of the word... ready 

with a new kind of franchise AND a startling 
new concept of home care! 


The franchise is the new, unique Eureka 
“Qualified Dealer Policy.” Based on Eureka’s 
past experience working with dealers as out- 
lets for Eureka products, Eureka Dealers will 
have a full-profit line . . . with a full and ade- 
quate market for every dealer under Eureka’s 
“Tailored Market Coverage Plan.” 


The New Eureka 
Tank-Type 
“ Above-the-Floor” 
Cleaner 
One of the easiest to use 
cleaners ever built. Does 
every type of work from 
curtains to attic rafters. 


THE EUREKA 
POSTWAR MARKET 
That the postwar market for home 
appliances will be unprecedented is 
an acknowledged fact. But so will 
be the number and choice of prod- 
ucts to satisfy this market. Eureka 
Dealers will have the advantage of 
Eureka’s new concept of home 
cleaning . . . plus a hard-hitting 
Eureka merchandising program . . . 
and the extra profits assured by 
Eureka’s new distribution plan— 
“Tailored Market Coverage with 

Qualified Dealers.” 


) ON PRODUCTION 


™ New merchandising and sales concepts 
will be seen in every line of Eureka 
postwar products .. . in the beauty of 
their design, in the efficiency of their 
engineering, in the newness of their approach 
to home care problems. 


Yes, a great future is ahead for the Eureka 
“Qualified” Dealer .. . a great opportunity for 
full and lasting profits. Contact your distrib- 
utor or write us today for details on Eureka’s 
“Tailored Market Coverage Plan”! 


EUREKA VACUUM CLEANER COMPANY, DETROIT 2, MICH. 
CANADIAN DIVISION, KITCHENER, ONTARIO 


The New Eureka Upright 
Cleaner 
The finest Eureka built in 
our 34 years... with the 
new, improved ATTACH- 
OMATIC feature... the new 
Motor-Driven DISTURBU- 
LATOR ... and the new 
Motor-Driven WAXER. 


The New Eureka 
Cordless Electric tron 
Utterly new and differ- 
ent. No annoying cord 
to tangle or wear out. 
Fully automatic—light 
in weight, fire-safe, 
scorch-proof. 


PRODUCTS, 
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% Seabee Herman A. Teague of Beverly Hills, 
Cal., took a Monel fishline to the South Pacific 
.. but he didn’t catch any fish with it. 

When his comrades began losing identifica- 
tion tags because metal wires corroded and 
broke, Herman knew the ideal solution. He cut 
his line into-short lengths, passed them around. 
Tags are safe now, for Monel is rustproof and 


highly resistant to corrosion ... even in the trop- 
2 ee ics. The tags, incidentally, are themselves made 
of Monel. 


Before the war, many dealers sold Ruud Automatic Water 


Heaters with Monel Tanks. . * The first Ruud Automatic Gas Water Heater 


During the last few years, they’ve had a chance to observe 
Ruud-Monel performance in customers’ homes. 


Those dealers know that when restrictions are eased, tre- 
mendous public acceptance will follow the great national per- 
formance record made by Ruud-Monel. You can bet they'll 
sell that combination again! 


There'll be new designs and new features to offer. The water 
heater itself will be of Ruud’s unquestioned quality; the tank 
of solid, tough, long-life Monel. And the hot water service will 
be perfect: clean, rust-free and enough to supply washing ma- 


was built in 1889. Today, Ruud equipment 
serves throughout the world...in homes and 
in commercial and industrial buildings... wher- 
ever hot water is needed. 


% Because Monel combines strength, toughness 
and corrosion resistance, this well-known metal 
finds many war uses. Vital parts of ships, sub- 
marines, guns and planes are made of Monel. 
After victory, Monel will again join with Ruud 
to provide the finest automatic hot water equip- 


chines, dish-washers and garbage disposal units...enough to ment you ever sold. 


meet all cooking, bathing and cleaning needs. 


Read... 121... 
MAL THIS COUPON TODAY 


A RUUD-MONEL Dealer 
in every gas-served community 
That’s the Ruud-Monel peacetime merchandising plan ...and 
a few spots are still open. Your community may be one in which 


a dealer has not yet been appointed. For further details, mail 
the coupon at the right. 


RUUD MANUFACTURNG COMPANY 
Pittsburgh 1, Pa. 


I am interested in the Ruud-Monel dealership in my 
community. Please send full details without obligation. 


RUUD MANUFACTURING COMPANY, PITTSBURGH 1, PA. 


Name.......... 
RUUD 
GAs 
MOWEL perfect partners for 
City. Zone State 
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HERE’S WHY THE 
MAJESTIC FRANCHISE IS 


The 


HERE’S THE LINE thar will meet the requirements of every 
profitable section of the radio and radio-phonograph market. 
A full complement of models, from portables to consoles. A 
complete range of prices, concentrating where maximum profits 
are assured but ranging all the way from the lowest prices at 
which satisfactory unit-profit is possible . . . up to the highest 
prices at which good turnover can still be secured. 


HERE'S THE NAME — Majestic Radio —that’s known to 
virtually 9 out of every 10 persons . . . proved by independent 
surveys to be familiar to 88.2% of the public. Think of all the 
extra sales in such familiarity with a name! 


HERE'S THE NEWEST advantage of the Majestic franchise 
— Majestic Records—a great line of popular-priced and fast-selling 
recordings ... soon to be expanded to include all types of 
recordings, in a full price-range. They'll help step up current 
sales volume! They'll help build still greater acceptance for the 
Majestic name when it appears on Majestic Radios and Majestic 
Radio-Phonographs! 


HERE'S THE PLAN — Controlled Distribution—‘shat enables 
every Majestic dealer to make a legitimate profit on every Majestic f 
Radio or Radio-Phonograph he sells. 


HERE’S HOW to take the first step toward securing 
the finest franchise in the radio industry. Write us to- 


ting day for full information .. . for a// the reasons why— . 
Majestic Means Business . . . and lots of it! 3 
RECORDS - TELEVISION - ELECTRONICS 
MAJESTIC RADIO & TELEVISION CORPORATION, ST. CHARLES, ILL. “0 8 
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AUTOMATIC 
COFFEE MAKER 


Now we can let you peek behind the scenes at 


the *“*Miracle”’ of tomorrow. 


It’s all ready and waiting . . . a COMPLETE new line 

of electrical home appliances . . . styled for maximum 
eye-appeal . . . engineered to give trouble-free service . . . 
fully tested, perfected and proved. Here is practical, 
salable merchandise that will build an enviable 


record of service and profits. 


The planning is finished. As soon as Uncle Sam says “Go!”’, 
these appliances will start flowing swiftly through your 


hands to an appliance-starved America. 


Be sure you include Miracle Appliances in your postwar 
plans. A few distributor and jobber franchises are 
still available. Ask us about them. 


MIRACLE ELECTRIC COMPANY 


Division of MIRACLE PRODUCTS, INC. 
(SINCE 1925) 
36 SO. STATE STREET, CHICAGO 


Sales Offices: 
NEW YORK + KANSAS CITY + LOS ANGELES * SAN FRANCISCO 


VACUUM 
CLEANER 
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RUSSIA AND AMERICA 
ALLIES-—or else... 


ICTORY in Europe was won only through the 

combined endeavor of the United Nations. Only 

through sustained joint effort can the fruits of 
that victory be reaped. 

Without disparaging the truly heroic contributions 
of others, three of the Allies may fairly be credited 
with having made the major contributions to victory 
over the European Axis—the United Kingdom, 
Russia, and the United States. The close accord of 
these three nations is no less crucial to the accom- 
plishment of the tasks that remain. 

First of these is the war against Japan. It still re- 
quires winning. Even without any help from others, 
the United States could make good this victory, but 
the war’s duration will be speeded by the marshaled 
effort of the United Nations. 

Next, and not less important, is the task of establish- 
ing a basis for enduring peace. In this struggle our 
enemies are more formidable than any we have faced 
—national ambitions, prejudices, suspicions and dis- 
trusts, the staggering burden of tradition and debili- 
tating cynicism born of past failure, the cleaving 
wedges of divergent languages, thought patterns, eco- 
nomic creeds and procedures —an array of difficulties 
as baffling as fog and as formidable as a deluge. They 
can be vanquished only by a continuance of the work- 
ing accord between the United States, Russia, and 
Britain that was forged on the anvil of European 


conflict. 
tr t 


This high appraisal of the decisive importance of 
the Big Three in determining the destiny of the 
United Nations organization, in no way depreciates 
the importance of the role to be played by France, by 
China, or the other freedom-seeking nations repre- 
sented at San Francisco. All of us are committed to 
the building of a genuinely representative security 
organization in the conviction that by such means 
alone can we possibly achieve a just and lasting peace. 
But the strength of any international machinery will 
depend upon the validity of Russian-British-Ameri- 
can cooperation. If these three are able to achieve 
substantial harmony of aim and procedure, a world 
organization that includes them can operate with 
effective coherence. If they pull apart, the United 
Nations will break up into competing and jealously 
hostile blocs. 

This is inevitable because of the sheer weight of 
these three nations in the world’s affairs. Between 


them they account for perhaps half of the world’s in- 
come and from two-thirds to three-quarters of its 
industrial output. Once Japan has been crushed, they 
will control an overwhelming preponderance of the 
world’s armed might. Each of them will wield military 
power on a scale quite beyond the power of any em- 
bryo security league to hold in check. Only if all three 
are resolved to keep the peace and to enforce it 
through the Security Council, can that body hope to 
accomplish its aim. 

Although there is a tendency on both sides of the 
Atlantic to indulge somewhat recklessly in mutual 
criticism, the ties between Britain and America are 
too firm to be severed by any foreseeable strain. But 
that has not been true of our relations with Russia. 
Even while fighting a war in which our respective 
ways-of-life were at stake, the inestimable services 
of each to the other were rendered as friendly but in- 
dependent associates rather than as fully trusted 
partners. Now again, as we approach the difficult and 
vitally important task of building a world organiza- 
tion and of devising a European peace, the task of our 
delegates is complicated by national attitudes under 
which each hopes for the best from the other, while 
fearing the worst. 

But the stakes for us both — and for the rest of the - 
world —are too high to be played for in a diplomatic 
poker game. Russia has no inhibitions in demanding 
what she wants, and our own vital interests must be 
stated and upheld with undeviating firmness. Yet we 
both must face the stark fact that few advantages 
that either nation might gain at the cost of dissipating 
the good will of our wartime association could be 
worth the price thus paid. 


The first steps toward establishing confidence lie 
in a frank recognition of what may contribute to the 
lack of it and in a definition of what can be done to 
restore it. 

1. Probably the greatest single area of reciprocal dis- 
trust between Russia and our own country is based on 
the fear of each that the other may try to interfere with 
its domestic, economic, and political affairs. Each purports 
to see the beam of meddlesome intervention in the other’s 
eye, while it ignores the mote in its own. Thus the Soviet 
Union remembers that we participated in the foreign 
military intervention at the time of her civil revolution, 
and afterwards lent our support to successive boycotts of 
her trade, of her gold, and of her credit needs. For our 
part, we remember the Soviet Union’s doctrine, and 
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aggressive support, of revolutionary international com- 
munism. 


We feel that Russia should find satisfactory evidence. 


of our present willingness to have her develop her inter- 
nal institutions as she will in the aid that we have given 
her during the war, and in the record of our good-neigh- 
bor policy as applied to Latin America. She, no doubt, 
resents our lingering suspicions in the face of her de- 
clared policy of 1941 to refrain from any attempt to 
influence the political or economic structure of foreign 
nations. Certainly, each of us will need the repeated 
reassurance that can come only through sustained per- 
formance by the other in the years ahead. Meanwhile, 
much will be gained if each will give to the other’s good 
faith the benefit of the doubt, while it scrupulously 
guards its own conduct to avoid even the appearance 
of backsliding. 

2. A second zone of suspicion is created by those meas- 
ures which each of us interprets as natural and necessary 
bulwarks of national security when they are our own, 
but as evidence of dangerously aggressive imperialism 
when taken by the other. In our view, at least, such de- 
mands as we have voiced for island trusteeships or for 
other naval bases appear mildly conservative as com- 
pared with Soviet claims for annexation of territory and 
for a general orbit of influence, under governments 
friendly to her, throughout eastern Europe in particular. 

There can be no easy solution to that problem. Bi-focal 
vision, by which one nation can look through a second 
lens ground to the prescription of another, seldom is 
achieved in international affairs. The success of the San 
Francisco Conference will provide a mechanism for in- 
ternational definition of principles and procedures which 
at least might relieve the inevitable strains. Most impor- 
tant will be the record of how each of us proceeds in our 
respective courses of action. Soviet performance thus far 
is highly unsatisfactory to us. While we have taken pains 
to clear our procedure with her, she has taken action in 
the Baltic, in Austria, and in Poland without even ad- 
vance notice to us. 

A major test of our ability to cooperate may be found 
in the Allied administration of conquered Germany. The 
proposed four-headed control of a four-way partitioned 
nation promises to be at best an extremely awkward 
mechanism of administration. At worst, it can result in 
continuous and dangerous bickering between the repre- 
sentatives of Britain, France, the United States, and 
Russia in the Berlin coordinating center, and in hope- 
lessly divergent procedures in their several zones of 
administration. There will be a compelling need for all 
of us to exercise all of the wisdom and cooperative resolve 
that we possibly can muster. 

3. A third testing ground for the future of American- 
Soviet relationships will be defined by the course of 
Russia in our continuing war with Japan. We are not 
unmindful of the toll paid by the Soviet Union in its 
magnificent European war effort. But we still are locked 
in a desperate struggle with an enemy that exemplifies 
the Fascism which America and Russia equally denounce. 
And that war is being fought in an area where Russian 
interests are importantly at stake. 

Russia has an extraordinary opportunity to create good 
will by throwing her weight speedily and effectively on 
our side. There is no doubt but that the final Pacific 
settlement will generate problems comparable with those 


of the European peace, but it is equally certain that the 
continuation of the European comradeship in arms can 
do much to promote an enduring and confident postwar 
friendship. 

4. A fourth, and highly important, potential source 
of suspicion and irritation is the intellectual blockade 
that the Soviet Union has maintained against the free 
flow of travel, intercourse, and exchange of ideas. We 
can understand the genesis of this policy and the reasons 
for its continuance while Russia entertained a constant 
fear of attack by powerful enemies. But the sustained 
perpetuation of such a quarantine by so strong a nation 
as the present U.S.S.R. could not be accepted as a protec- 
tive measure. Inevitably it would generate suspicion that 
it was rather an instrument of nationalistic isolation or 
even of contemplated aggression. A way-of-living, at 
arm’s length, with a nation that maintains such intellec- 
tual quarantines is possible; any whole-hearted partner- 
ship of effort is quite impracticable. . 

5. Trading between a free-enterprise nation and one 
that operates all foreign commerce as a government 
monopoly can give rise to many frictions. That subject is 
too complicated for exposition here. Suffice it to say that, 
while difficult, it is not impossible to conduct such trade 
with mutual advantage. We are in a position to help 
Russia greatly with her program of industrial rehabilita- 
tion and expansion at great saving of cost in terms of her 
current scale of living. In return, we must have assur- 
ance that her government monopoly trading will be 
conducted for commercial rather than political ends, and 
that it will be used to encourage rather than to restrict 
multilateral and non-discriminatory world trade. 


* * 


This is a representative list cf the major areas in 
which misunderstanding and distrust may be gener- 
ated, or allayed, in Russian-American relationships. 
No doubt, an equally honest list drawn by a citizen of 
the Soviet Union would be more heavily weighted by 
those features of our behavior which irritate and 
stimulate distrust on their side. If such a catalog were 
to be presented, it should receive our most searching 
and responsible consideration. 

For it is of utmost importance that our two nations, 
in concert with the other United Nations, learn how to 
get along in mutual confidence and respect. Our un- 
derstanding of each other now is so imperfect that 
our negotiations are punctuated with continuous irri- 
tations over little issues. This, inevitably, will con- 
tinue until such matters are submerged in the general 
confidence that can be achieved only through satis- 
factory settlement of the big issues. We must succeed 
in this, or the defeat of Japan will merely mark the 
end of the Second in a series of World Wars. 


President, McGraw-Hill Publishing Co., Ine. 
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HE man who wrote “How to 

Win Friends and _ Influence 

People,” would certainly con- 
sider that he had been handed a hot 
potato if he were asked how to dis- 
tribute 12 irons to 50 dealers—or 
better still, how to distribute one iron 
to 50 customers. The trickle of new 
merchandise, principally irons, has 
brought forth a series of headaches 
but a number of answers. 

Allen P. Hendry, field sales manager 
for Chicago Flexible Shaft Co., de- 
clared that the cleverest solution he 
had encountered was used by the Elec- 
trical Distributing Corp., Inc., of 
Portland, Ore., who humorously sent 
out their first irons with a “blessed 
event” baby card. Your first babv, 
more to come, told the idea of what 
was happening. A. M. Cronin, presi- 
dent, had the first iron wrapped up in 
fancy tissue and tied with a silver 
cord, with the birth announcement 
attached. It was delivered personally 
to the lucky dealer, who happened to 
be Paul Austin of the Star Electric 
Co., Portland. 

Mr. Cronin followed one funda- 
mental plan which is generally agreed 
is basic. Available stocks were appor- 
tioned as they materialized on a fair 
and equitable basis among all custom- 
ers, large or small. It was recognized 
that this handling was expensive and 
there was no profit in it, but it built 
confidence and satisfaction among 
dealers. It offered a sound foundation 
for future business and profit. 

A Seabee’s wife, Mrs. Clifford 
Check of Nashville, Tenn., took home 
an iron in Hayward, Calif., as a result 
of a war chest activity in which the 
Frank Electric Co. offered their first 
iron as a prize. The war chest was 
$147.25 to the good as a result. Heime 
Reichfelt of the Electric Supply Co., 
Oakland, Mrs. Laura Frank distrib- 
utor, personally delivered the iron in 
the Tiffany manner. 

“If I were a dealer, says Mr. Hen- 
dry, I think I would put the first irons 
I received and build a big window dis- 
play around them, marking them ‘sold.’ 
The sight of these irons would bring 
in customers and I would actually sell 
them to the first one or two people on 
my priority list. That it is important 
to know who the customer is that gets 
the iron, and whether or not they are 


ELECTRICAL 


MERCHANDISING—JUNE, 


deserving is something that dealers 
should stress.” 

In fact after a sale Mr. Hendry 
thinks that the customer should be re- 
quired to leave the iron on display on 
the window for a while with a card 
reading something like this: “This 
iron has been bought by Mrs. So-and- 
So. She has no iron. Her broken- 
down iron is displayed here too. We 
are furnishing the first irons we get 
to our most deserving customers.” 

The problem of apportioning irons 
to customers is a different one with 
department stores and with independ- 
ent dealers, William E. O’Brien of the 
Toastmaster Products Division, Mc- 
Graw Electric Company, points out. 

The J. L. Hudson department store 
in Detroit, which has had experience 
with golf balls and other rare articles, 
is said to follow this sort of a system 
when irons comes in. Assuming a 
shipment of 36 irons arrives, one is 
put on display and is held on display 
until all 36 have been sold. No orders 
are accepted beyond the next allotment. 
If the next allotment is 60, the girl 
stops taking orders when she gets 60 
on her books. Upon arrival of subse- 
quent irons, these people are called up 
and if they do not pick up the iron it 
is sold over the counter. 

“Tf I were a dealer,” says Mr. 
O’Brien, “I would operate much as 


the Statler Hotel in Washington oper- 
ates on its cigarettes. Everybody has 
been a guest of a hotel and called again 
and again at the counter only to find 
in most cases there are no cigarettes. 
As a matter of fact it very often hap- 
pens that the bellboys get them and 
bootleg them. This makes the guests 
sore because they know that the hotel 
gets so many packs of cigarettes a day. 

“The Statler sells cigarettes to cus- 
tomers who can show their key. They 
don’t make any reservations and don’t 
tell you when they are going to be on 
sale. But if you see a lineup at the 
cigarette counter and have a key in 
hand, as a guest you are entitled to a 
pack. 

“That is a pretty good idea for a 
dealer to follow. If I were a dealer 
I would run over my card index of cus- 
tomers and make note of my good, 
sound accounts. I would find ways 
and means of letting these people know 
or if I recognized them when they 
came into the store I would tell them 
about having an iron on hand. In short, 
my ‘guest’ would get the break.” Some- 
thing of the system used in distribu- 
ting pressure cookers could profitably 
be followed in handing out this rare 
merchandise, Mr. O’Brien says. 

The rush to build up lists of names 
is not working out, according to Dora 
Talcott of the publicity department of 


Some dealers rely on "stoop merchandising’—slyly reaching 
under the counter for hidden stocks. 
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APPLIANCES 


With the trickle of initial shipments to dealers of new electric irons, heralding the steadier 
flow of many other electric appliances now soon due, some alert merchandisers have evolved 
enterprising selling methods in placing their first scanty quotas of irons in consumer hands. 


Westinghouse. “Many department 
stores and larger accounts have built 
up lists during the past couple of 
years,” she says, “but when people 
were phoned to say the merchandise 
was available a large number of pros- 
pects were no longer interested.” 


NEWSPAPER CONTEST 
GOT PUBLICITY ON IRONS 


Since he couldn’t think of anything 

better to do, when he received his first 
shipment of three new electric irons, 
Mort Farr gave them away. It turned 
out to be a fine idea, he now says. As 
Farr tells the story it happened this 
way: 
, “I figured there would be hundreds 
of people around Upper Darby (next 
door to Philadelphia) who would like 
to have one of those three new irons so 
I knew I wouldn’t have a moment’s 
trouble getting rid of them. The 
trouble was that I couldn’t think of any 
way to distribute them fairly, and be 
certain they would wind up where they 
would do the most good. So I pre- 
sented my problem to the Upper Darby 
News—their circulation must be 
dround 15,000—and expressed my com- 
plete willingness to give the irons 
away if the paper would conduct a 
proper contest. It was a deal! 

“The Upper Darby News ran a 
grand contest, giving it Page One edi- 
torial play, soliciting letters on the 
subject ‘Why I need an iron’, and acted 
as judge of the contest. All free; no 
cost to me other than the three irons— 
lots of fine publicity, and no headaches. 
In return for those three irons I not 
only received all that valuable pub- 
licity but I also now have hundreds of 
letters from people whose need for a 
new iron is acute. As fast as I receive 
more irons, I know exactly where to 
place them.” 


SAVES IRONS FOR 
OLD CUSTOMERS 


At Baltimore, Md., Pete Bauer runs 
a very unique business. Owner of the 
Baltimore Electric Light Co., he is 
an alert merchandiser. Before the war, 
one-third of the company’s volume 
arrived in the mail bag. That was be- 
cause Pete Bauer advertised he would 
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send a packing hox to anyone who 
wanted to mail him an appliance for 
repair but lacked a suitable shipping 
box. Plenty of people apparently had 
broken appliances but no shipping 
boxes—and that’s how Bauer found 
himself running this unique business. 
Now, discussing the subject of mer- 
chandising new electric irons, Bauer 
has this to say: 

“T won’t hide them under the counter 
for black market prices but, on the 
other hand, I won’t sell them to new 
customers, either. Frankly, I save 
them for preferred customers. So far 
I’ve received about 25 new irons alto- 
gether. 

“This is a fine section. My regular 
customers are high type. They bought 
their appliances here before the war 
and they will buv them from me again 
after the war. Meanwhile, it’s up to 
me to protect them. 

“On every sale to date, a trade-in 
has been involved. Sometimes the 
customer actually didn’t have an old 
iron suitable for a trade-in. Maybe 
he already had a pretty good iron at 
home but he certainly wouldn’t let go 
of that one. Somehow or other, 
though, they all scraped up a trade-in 
somewhere. Mavhe from a mother- 
in-law or some other member of the 
family who was able to dig up a dis- 
carded iron. On these trade-ins, T 
made a lawful allowance. In this way 
I immediately doubled my quota of 
salable irons because TIT was able to 
repair every one of those trade-ins. 
Since they all then were sold to new 
customers, this solved my problem on 
that score. Furthermore, some of the 
trade-ins, after repair, perform as well 
as a new iron and look as good as a 
new iron. In that case IT am justified 
in requiring another trade-in when T 
sell it. At this rate, iron sales alone 
won't keep any of us in business but 
through careful merchandising of our 
limited stocks T helieve we can render 
a public service.” 


MACY'S RATIONS "EM 


R. H. Macy & Co., large department 
store in New York, operates on a self- 
imposed rationing system which de- 
partment heads feel assures the fairest 
distribution of new irons to their cus- 
tomers. They do not advertise, run any 
promotion, or accept orders ahead for 
new irons which simply are put out on 
the counter and then given to people 
who ask for them. One-to-a-customer 
is the limit. This is to eliminate cus- 
tomers purchasing several and sending 
them to friends. If a former purchaser 
returns several days later and tries to 
buy another iron, the answer is “no” if 
the clerk recognizes the customer. For 
similar reasons the department has a 
firm rule not to accept mail or phone 
orders for any scarce goods. Some 
sharpshooting dealers apparently have 
worked devious angles to raid Macy’s 
iron counter and the department fore- 
stalls them every way possible, believ- 
ing the irons will be in far better hands 
if they go directly to store customers at 
proper prices. 

As shipments are received, the total 
quantity is broken down for sale over 
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a week’s period, thus limiting the 
counter to a small number of irons at 
any one time. Furthermore, they are 
not offered for sale at the same hour 
each day. The purpose of rationing 
them in this manner is not to hold back 
on iron sales but to treat all customers 
impartially while obtaining the widest 
possible distribution. 


PSST! WE HAVE IRONS! 


“Off the record,” blares the head of 
the appliance department of one of 
New York’s large department stores, 


who then in a sotto voice explains store 
policy as follows: 
“We never put new irons on the 


counter. A large percentage of our 
customers are charge accounts. Our 
sales people know these customers. We 
quietly ask them, when they are making 
other purchases, if they need a new 
electric iron. Believe me, our cus- 
tomers appreciate this interest.” 


NO “SECONDS” ALLOWED 


Here’s the reaction noted at Terlizzi 
Bros., Bloomfield, near Newark, N. J. 
One of the brothers now talking: 

“When new irons first came through 
we thought there would be plenty for 
all comers so we didn’t discriminate at 
all. Then shipments tightened up. 
When we received more irons, and cus- 
tomers called for them, we started ask- 
ing what was wrong with the one they 
already had. If they wanted a second 
iron ‘just in case’, they didn’t get far 
with us. If the old one wasn’t too shot, 
we repaired it. If it was too far gone 
for repair or they said they didn’t have 
one at all—and we believed them—we 
sold them a new one. When it came 
down to a case of several customers 
after the only iron left, we tried to 
place it where it would do the most 
good. The families of overseas serv- 
icemen, for example, came first.” 


SELLING FEW AT A TIME 
WORKS FOR DARMSTAETTER 


Next we drop in at Lancaster, and 
and hear from A. C. Darmstaetter on 
this subject. Darmstaetter’s opened in 
1905 and the appliance department was 
hitting around a third of a million 
dollars gross sales annually in the last 
prewar years. Darmstaetter says: 


“We take what we get and are very 
grateful for them. We were ready 
with a merchandising plan wizen we 
received our first shipment. We al- 
ready had been through the mill with 
film in our photography department. 

“This so-called ‘stoop merchandis- 
ing’ is no good. Merchandise doesn’t 
rightfully belong under the counter for 
passing out to selected customers. 
That’s favoritism. Taking names 
doesn’t mean much either. Almost 
before you get well started the list is 
a mile-and-a-half long. For awhile 
out photo department required cus- 
tomers to bring in their cameras for 
loading right here. Later, the depart- 
ment switched over to a requirement 
that the customer bring in an exposed 
film for development and we then 
would sell him a new film. But these 
ideas left overseas servicemen to whom 
some customers wished to send film, 
out in the cold. No one deserves film 
more than they do. 

“Finally we tackled the situation 
from another angle. We figured ex- 
actly how much film we received each 
month. We divided this quantity by 
the number of business days per 
month; then by the number of hours 
the store was open each day. We ob- 
tained the greatest possible distribution 
of our film stocks by offering this frac- 
tion of the total, placing it on the 
counter openly, every hour. We feel 
this plan guarantees maximum distri- 
bution without favoritism.” 

“When irons came in, we handled 
them in a similar way. If the ship- 
ment was a dozen, for example, we put 
two on sale every oti? day until they 
were gone. From time to time we 
changed the hour so that no one could 
anticipate the sale. That’s as fair as 
we can be with our customers.” 


HARDEE INSISTS ON 
TRADE-IN IRON 


Now concentrating on repairs to 
washers, cleaners and irons to the tune 
of $60,000 to $70,000 gross a year, 
James Hardee, owner of J. E. Hardee 


Co., Jamaica, Long Island, N. Y., has. 


a merchandising plan which virtually 


makes every new iron serve two needy 
customers. It works this way, Jim 
explains: 

“We have received only a dozen new 
irons so far and these have been sold 
at regular prices to those customers 
who really needed a new iron. When 
making these sales we always insisted 
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on a repairable trade-in which we im- 
mediately put into first class shape and 
then sold to some other needy customer, 
In this way we are tiding the latter 
over until new stocks really start to 
roll into our store in heavy quantities, 
As a general rule we allowed around 


50¢ on the trade-in. This gave us 
plenty of leeway on repair costs so we 
could resell the trade-in at a fair pro- 
fit.” 


WINDOW DISPLAY 
BRINGS IN PROSPECTS 


With four outlets in Long Island. 
N. Y., Albert Sirota, vice president 
and general manager of Temple Appli- 
ance Centers, headquartered at Rock. 
ville Center, was set on sales policy 
when the first of the new irons hit the 
market. He says: 

“When we received our first small 
shipment of new irons—or any other 
new electrical appliance, for that mat- 
ter—we immediately put one on dis- 
play in the window. As customers 
came in and asked about it, we told 
them we would take their orders. 
This gave use an excellent opportunity 
to chat with them about other appli- 
ances they might need. Thus we 
learned our customer’s needs and built 
our listings with late information re- 
garding their most important require- 
ments. When real quantities of these 
other appliances ultimately are re- 
leased, we will be able to move fast in 
the right direction with a minimum of 
false steps. } 

“Although we tried to guide those 
irons into the right places, our first 
small shipment went out pretty fast. 
Then as more came in, we promptly 
stuck another one in the window and 
started this program all over again. 
I’m convinced this policy ultimately 
will sell a lot of other appliances for 


us.” 


HARDSHIP CASES ONLY 


At the Good Housekeeping Shop in 
a New Jersey community of 11,000 
persons in prewar, now swollen to an 
estimated 15,000, the manager firmly 
believes that “the genuine hardship 
cases deserve the break on new irons.” 
continuing, he says: 

“In this shop the genuine hardship 
cases rate the break on new irons re- 
gardless of whether they are old cus- 
tomers or new ones. Take the bride of 
a year or so ago, for instance, who now 
has a young baby at home. Her hus- 
band may have the type of job which 
requires him to start out daily in a 
fresh shirt with a little starch in the 
collar and cuffs. We know what that 
young mother is up against. We have 
a pretty fair idea of her financial set- 
up—right down to how many business 
shirts her husband has and whether or 
not she can solve her washing and 
ironing problem through the local com- 
mercial laundries. We know these 
things because she comes in here and 
tells us her troubles. When she comes 
back repeatedly, we know she really 
needs that iron. The next time we re- 
ceive a few irons, one is tagged for 

(Continued on page 70) 
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Complete HOME PLAN 


REDICTING the building of 

90,000 one and two-family houses 

in New York City and adjacent 
Westchester County by 1954, Consoli- 
dated Edison Co. recently announced a 
post-war program to make these struc- 
tures “completed homes”—that is, 
buildings initially equipped with all 
modern conveniences, the whole to be 
sold and financed as a “package” living 
unit. The plan was outlined to savings 
banks, builders, architects and savings 
and loan associations at an announce- 
ment meeting and further meetings will 
be held, according to L. A. Scofield, 
general sales manager of the company, 
to individual groups whose cooperation 
will be sought in putting the plan into 
effect. 

Defining the “Completed home”, Mr. 
Scofield said it must be well built, good 
looking, well planned and convenient to 
care for, be easy to operate, economical 
to maintain and be financed by the 
lending institutions as one transaction, 
including all essential operating equip- 


ment. 


Outline Presented 


An outline of the plan was presented 
in an elaborate brochure, addressed 
chiefly to the lending institutions, 
which pointed out that they are pre- 
paring now for the greatest building 
boom in history and that it should 
develop on a sound basis of lessons 
learned from experience of the building 
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Consolidated Edison Outlines Plan to 
Finance Appliances Under Mortgage 


boom of the 1920’s, incorporating the 
new knowledge of tools, materials, 
equipment, marketing and financing. 

“We present a plan,” the outline 
said, “(a) to discourage jerry-built 
housing, which creates unnecessary 
risks to lenders, (b) to enable buyers 
to finance the kind of home they want 
to live in for years to come, under 
conditions well within their means, 
and (c) to provide you with the assur- 
ance of a safe, profitable, long-term 
investment of durable value.” 

In the 20’s and the 30’s, they con- 
tinued, prospective home buyers were 
offered little more than the stripped 
shell of a house. Most of the equip- 
ment needed to operate the home had 
to be separately bought and separately 
financed. In the “stripped” house 
electric wiring was inadequate, there 
were too few electric outlets, old fash- 
ioned mortgages made financing diffi- 
cult and buyers had to make separate 
contracts to cover the minimum equip- 
ment necessary for actual iwing. This 
equipment included automatic heating 
with thermostat, automatic water heat- 
ing, range with oven control, insulation 
and weather stripping. A parallel was 
drawn between the 1920 model car 
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which was sold “stripped” and the 
1940 car which came completely 
equipped. 

Here are the important items of 
operating equipment in the completed 
home, according to Consolidated Edi- 
son: 

|. Ventilating and exhaust fans 
2. Sink with disposal unit and dishwasher 
3. Automatic refrigerator 
4. Range with oven control 
5. Fully automatic washer 
6. Automatic freezing unit 
7. lroner 
8. Bathroom heater 
9. Built in water connection and electric 
outlets in garage 
10. Automatic garage door lock 
It. Automatic opening garage doors 
12. Clothes dryer 
43. Combination heating, cooling and water 
heating 

In the presentation of the plan, Con- 
solidated Edison outlined two hypo- 
thetical cases involving the financing 
of the house and the equipment separ- 
ately as compared to financing the 
completed home. They pointed out 
that the “hit-and-run” builder whose 
only selling point is low price includes 
the barest minimum of conventional 
equipment in his selling price. 


Following is the typical case of 
house and equipment financed separ- 
ately: 

Following the down payment, the buyer 
borrows $5,000. Amortized at 4!/2 percent 
for 20 years, he pays $31.65 monthly. He 
géts heating equipment and a water heater 
worth $350, a range at $100 and an auto- 
matic refrigerator at $150—a total of $600. 
But, he still needs equipment for modern 
living, the company points out, so he buys 
$1,000 worth and pays $100 down. In addi- 
tion to the $31.65 a month for the house, 
he pays off the $900 balance on the equip- 
ment, plus 5 percent carrying charge for 
30 months. He is thus paying $31.65 on the 
house and $33.75 on extra equipment or a 
total of $65.40. 


Complete Home Fincacing 


Under the completed home financing 
plan, on the other hand, the progressive 
builder includes in the selling price the op- 
erating equipment people want, because it 
costs the buyer only $6.33 @ month for 
$1,000 of additional conveniences. Follow- 
ing the down payment the buyer borrows 
$6,000. Amortized at 4!/2 percent for 20 
years, he pays $37.98 monthly. And he gets 
the following equipment: automatic thermo- 
stat controlled heating system and automatic 
water heater $450; modern range with oven 
heat control, $150; automatic refrigerator, 
$150; electric dishwasher and garbage dis- 
posal unit, $360; electric washing machine, 
$150; ironer and clothes dryer, $300; venti- 
lating and exhaust fans $40—or a total of 
$1,600. All prices are approximate. 

Consolidated Edison will promote 
the idea by promotion to builders and 
to their 2,500,000 customers, by offer- 
ing the services of expert technical 
personnel to assist customers in plan- 
ning, and by inviting participation of 
manufacturers, distributors and appli- 
ance dealers, they said. 
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APPLIANCES SCHEDULED 
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Conservation order M-126, revoked by the War 
Production Board, lifts ban on some appliance 
manufacture... Estimated reconversion schedules 
set by industry committees ... OPA pricing policy 
looks toward maintenance of 1942 levels 


By LAURENCE WRAY 


E end of the war in Europe 
brought a definite quickening of 
the pulse to the long dormant 


electrical appliance industry. The first 
specific news on cut-backs, reconver- 
sion to civilian production and post-war 
pricing was forthcoming from govern- 
ment agencies within two weeks of 
V-E Day. 

Biggest news to date is the War 
Production Board Order revoking all 
controls on some 1,200 civilian items, 
including a long list of electrical ap- 
pliances. WPB’s revocation of its 
Order M-126, issued originally on 
May 5, 1942 and designed to stop the 
use of vitally needed iron and steel in 
“less essential” civilian products, gives 
the green light to manufacturers to go 
ahead on plans for new appliances. 


CMP Relaxed July 1 


The joker in the deck, however, is 
that the government will not release 


the metals to make them—steel, copper 
and aluminum—until July 1. In the 
meantime manufacturers must get by 
with such surplus, idle or second-hand 
metal stocks as they can obtain. 

On July 1, the government has an- 
nounced, the Controlled Materials Plan 
will be relaxed or “open-ended”, to 
permit civilian goods industries to place 
orders for these necessary metals with- 
out ratings. It is possible, too, that 
WPB will give priority assistance to 
some manufacturers of peacetime goods 
before the July 1 deadline if their es- 


sential value to the home front 
economy can be proved. 
WPB’s_ reconversion report, re- 


leased recently, provides the first de- 
tailed estimates as to the length of time 
required for reconversion for different 
industries, once manufacturers’ war 
contracts are cancelled, as well as new 
data on current quarterly production, 
minimum of “break even” rate of pro- 


Sewing machines, domestic. ........... 
Vacuum cl domesti 


Electric water heaters 


Mechanical stokers 


Warm-sir furnaces. 


CURRENT (WAR) AND PEACETIME PRODUCTION COMPARED 


Flashlight cases, metal................. 
Laundry equipment, domestic.......... 
Lawn mowers, hand and power......... 
Ranges, electric, domestic............. 
Refrigerators, domestic, mechanical... . . . 


and air-conditioning equipment....... 
Direct-fired warer heaters (gas and oil). . . 
Domestic cooking and heating stoves... . 


Heating controls and heating specialties. 


Warm-eir distribution equipment... ..... 


Minimum or 
Break-Even “All-Out” of 
Current Rate of Capacity Rate 
Production of Prod. 

per Quarter per Quarter per Quarter 
$8,000,000 $6,000,000 $9,000,000 
17,000,000 1,720,000 2,900,000 
4,000,000 4,000,000 8,000,000 
106,000,000 14,800,000 52,000,000 
6,000,000 3,882,000 5,546,000 
141,225,000 30,589,000 93,251,000 
16,572,000 2,423,000 17,447,000 
52,255,000 8,000,000 12,100,000 
56,700,000 30,000,u00 65,000,000 
93,000,000 42,200,000 63,300,000 
2,100,000 2,025,000 3,375,000 
50,000,000 10,800,000 18,000,000 
30,000,000 3,450,000 5,750,000 
9,200,000 6,000,000 10,000,000 
7,500,000 4,500,000 7,500,000 
52,500,000 9,000,000 15,000,000 
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As this issue goes to press, \WPB announces authorizatin 
to manufacture in the third and fourth quarters, for 
essential uses only, 530,000 electric and gas refrigers. 


tors and 700,000 washers (no sales restriction specifiec). 


Production Soon 


duction per quarter, and “all out” or 
capacity rate of production per quarter 
for individual industries. These fig- 
ures on the appliance industry are 
shown in the accompanying table. 

The big question in everybody’s 
mind, of course, is—when are appli- 
ances going to be available? Up to 
now estimates have shown considerable 
variation. WPB’s latest reconversion 
report, however, which is based on the 
estimates and advice of 72 major 
civilian goods industries, provides the 
first valid timetable to be made avail- 
able for the distributing trades. The 
data for the appliance industry are also 
summarized in an accompanying table. 
It shows that manufacturers of some 
types of goods will need little or no lag 
between the time they drop war con- 
tracts and get back to civilian produc- 
tion. 


Some Specific Examples 


On small appliances, for instance, 
the industry estimates that only three 
months will be required to reconvert 
to a capacity rate of peacetime produc- 
tion. The vacuum cleaner business 
will require three months to reach a 
minimum production, and only four 
months for capacity. The washing 
machine industry will require four 
months to reconvert to minimum peace- 
time production and only six months 
to reach maximum production. In the 
mechanical refrigerator industry it is 
estimated that six months will be re- 
quired to reconvert to civilian produc- 
tion, with the industry reaching capac- 
ity production in twelve months. 
Electric ranges will require a five 
months’ reconversion period for mini- 
mum peacetime production, with capac- 
ity reached in a nine months’ period. 
Some industries, such as the mechani- 
cal stoker, warm-air furnace, and heat- 
ing controls, will require only a maxi- 
mum of one to three months to reach 
capacity peacetime production. 

One of the striking aspects of WPB’s 
reconversion report is the dollar vol- 
ume drop which will take place in 
many major appliance industries. War 
orders in these industries have natur- 
ally boosted the dollar volume produc- 
tion rate to astronomical figures. Com- 
panies producing vacuum cleaners, for 
instance, are listed as now doing a 
quarterly business of $52,255,000, their 
capacity peacetime production is esti- 
mated at $12,100,000, and their “break 
even” rate is set at $8,000,000. 

Mechanical refrigerator manufactur- 
ers, according to WPB, who have a 
current quarterly production in war 
goods of $141,225,000 will decline to a 
capacity peacetime production of $93,- 
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251.000 quarterly, with a “break even” 
capacity of $30,589,000 per quarter. 
The domestic laundry equipment busi- 
ness will decline from a current quar- 
terly war rate of $106,000,000 to $52. 
000,000 in capacity peacetime produc- 
tion, with a “break even” rate of 
$14,800,000 per quarter. 

The obvious conclusion to be drawn from 
WPB's revocation of M-126 and its pubii- 
cation of reconversion periods which will be 
required by various types of appliance 
manufacturers is that some major and small 
appliances will be on the market by the 
end of the year. None of the schedules 
call for more than six months to achieve « 
minimum rate of production, and only one 
schedule calls for as much as twelve months 
to achieve maximum production—that on 
refrigerators. 


The figures on home laundry equip- 
ment, fans, cleaners, small appliances, 
water heaters, stokers, oil burners, 
floor machines, all call for minimum 
production within a three to four 
month period and maximum within a 
six month period. The foregoing, of 
course, is all based on the release of the 
essential metals—steel, copper and 
aluminum—by July 1. Conceivably 
many manufacturers will be able to 
produce a small flow of goods before 
even the minimum period. 


Pricing Policies 


Following the lifting of the controls, 
the most important news announced 


MONTHS REQUIRED TO 
RECOMVERT INDUSTRY 
mum ity 
Rete Rate 
Domestic sewing 
machines.......... 6 9 
Domestic electric 
Mechanical _refrigera- = 
Domestic laundry eqip- 
Electric fans......... 3 4 
Domestic vacuum 
cleaners 3 
Small electric appli- 
Lawn mowers, hand and 
Commercial and indus- 
trial refrigeration and 
air-conditioning 
equipment........ 9 
Domestic cooking and 
heating stoves...... 2 5 
Electric water heaters.. 1 2 
Heating controls and 
Mechanical stokers... 0 2 
Oil burners.......... 2 3 
Warm-air furnaces. 0 1 
Floor machines....... 3 
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SUMMARY OF WPB POLICIES FOR PERIOD ONE 


PERIOD BETWEEN V-E DA¥ & V-J DAY 


(1) CMP 


(9) Distribution Controls 


(2) CMP Open Ended 


During the 3rd Quarter, CMP will operate as heretofore with the 
exception noted in point (2) below, covering the military, war support- 
ing, essential civilian and essential export programs. 
Quarter CMP will operate as heretofore but it is expected that its 
present coverage of programs will be reduced. 


During the 4th 


Distribution controls governing the flow of end items, including the 
use of WPB-547 (PD-IX) will generally be retained through the third 
quarter, but will then for the most part be removed, except where clearly 
necessary to prevent genuine and widespread hardship, irreparable 
damage, or failure to meet such needs as public health and safety. Con- 
sumer rationing will be retained only for items remaining in serious 
short supply and necessary to assure fulfillment of war supporting and 


The Controlled Materials Plan will be open-ended effective July 1, 
1945, so as to permit the delivery after that date, without CMP allot- 
ments, of steel, copper, and aluminum, where delivery can be made 
without interference with authorized CMP orders. In other words, 
orders may be placed immediately for deliveries to be made after July 
1, 1945. During the remainder of the 2nd Quarter, however, deliveries 
can be made only on authorized CMP orders. It must be clearly 
understood that permission to place an unrated order does not guarantee 
delivery of that order. For example, sheet steel may continue tight and 
deliveries on unrated orders may not be possible for some time. 

(3) Orders 

(a) It will be necessary to retain a substantial number of orders 
covering the production, distribution and use of materials and products 
that will continue in short supply. 

(b) Insofar as possible, orders now limiting the production of civilian 
hard goods will be revoked progressively as resources are released. 
The orders to be retained, at least for some time, in their present or 
modified form, will include at least the following nine 

L-5-c Domestic mechanical refrigerators 

L-23-b Domestic electric ranges 

L-23-c Domestic stoves and cooking appliances—non electric 
L-265 Radios, etc. 

(c) In addition to the above orders limiting the amount of produc- 
tion, some other orders containing standardization or simplification 
measures may be retained so as to assure maximum production of 
needed items. Also, restrictions on the use of certain scarce materials 
will have to be retained. 

(4) Manpower Clearances 

In Group I and II WMC Labor Areas manpower clearances will be 
required for increases in programmed production, but only for plants 
with more than 100 wage earners. These manpower clearances will 
not be required for unrated civilian production, except in the case of 
“spot” authorizations under the remaining production control orders. 
(5) Smaller Manufacturers 

A new regulation, PR-27, is being issued giving to manufacturers, 
including veterans and new enterprises, who produce less than $50,000 
worth of products per quarter, the right to use AA-4 preference ratings 
and to place deferred (Z-3) CMP orders for their production materials. 


(6) Preference Ratings 


(7) Scheduling 


(8) Surplus Materials 


The present rating system will continue for the 3rd Quarter, 1945. 


Current scheduling procedures will be maintained for components 
and products in very tight supply where preference ratings alone do not 
suffice to meet urgent programs on schedule. The number of scheduled 
items will be substantially reduced. ; 


Priorities Regulation 13 has been revised to permit the movement 
of surplus steel, copper, and aluminum on an unrated basis for uses no 
longer restricted by WPB Regulations. 


critical civilian needs. 


gencies. 
(10) Inventory, Controls 


Inventory limitations are being retained. They will be amended to 
permit some pipelining and to cushion the shock of contract termina- 
Continuation of these controls will help prevent 
preemption or hoarding of scarce supplies. 


tions and cutbacks. 


(11) Construction Controls 


The construction control order L-41 will be retained but will be pro- 
gressively relaxed as resources become available. 


(12) Import Controls, Stockpiling and Subsidies 

WPB will retain its general import controls, removing individual 
items as shipping and supply consideration permit. 
supplies, either domestic or foreign, will continue to be recommended by 
WPB where needed to fulfill war and highly essential requirements 
and may be recommended jointly by WPB and OPA where needed to 
meet total demand without undue pressure on price. 
guide for minimum Government stockpiling levels will be revised. 


(13) Exports 


Export licenses and quotas will be retained where needed to prevent 


undue drains on domestic supplies. 
(14) Preparation for Reconversion 


Action is already being taken to assist industry to get ready for 
civilian production by giving priorities for the acquisition of bottleneck 
machine tools and for limited construction required to start production 


at a minimum economic rate. 


PR-23 on Experimental Models has been amended, easing the require- 
ments in connection with experimental models. 


(15) Coordination of Cutbacks and Resumptions 

WPB is working with the Procurement Services to distribute pro- — 
curement cut-backs and new contracts so as to spread the production 
load as equitably as possible over the Nation and to avoid, where pos- 
sible, the creation of areas of particularly acute local unemployment. 


(16) Availability of Resources 


Resources of materials, manpower and facilities will become avail- 
able only as military contracts are actually “cut-back”. 

It must be clearly understood that the release of a WPB control, or 
the lifting of a WPB order, must not be considered as giving any assur- 
ance that all of the materials required to produce a product will be 


available. 


(17) Controls of Other War Agencies 
It must be emphasized that the removal of particular WPB controls 
in no way affects the validity of the continuing controls of other war 


agencies. 


It is not proposed to ration consumers’ items 
not now under control except to meet presently unforseeable emer- 


Subsidizing of 


The general 


in the past two weeks concerns the 
reconversion pricing policies to be 
effected by the administration. Here 
Price Administrator Chester Bowles of 
the OPA announced that peace time 
goods returning to the market will sell 
at 1942 retail prices. The whole direc- 
tion of the pricing policy is aimed at 
the control of inflation through a maxi- 
mum amount of goods and services, to- 
gether with the maintainance of con- 
trols on retail prices. 

Mr. Bowles announced four major 
objectives in OPA’s price control 
policy: (1) the continued prevention 
of inflation. “We should never lose 
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sight of the fact that nearly half the in- 
flationary price rises of the last war 
occurred after the Armistice;” (2) to 
make possible full production. “Our 
prices must not stand in the way of 
manufacturers who are anxious to 
make the products for which the public 
is so eagerly waiting ;” (3) to encour- 
age full employment; and (4) gradual 
relaxation of control. “Price ceilings 
will be lifted in one commodity field 
after another as soon as the danger of 
inflation has passed in each field.” 
The OPA Director also outlined 
specific difficulties which manufactur- 
ers would meet in establishing what 
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their exact prices should be, consider- 
ing the dislocations the war has caused 
in the civilian economy. 


Four Main Pricing Problems 


1. How to price the products he 
made before the war and which other 
manufacturers have continued to pro- 
duce throughout the war ; 

2. How to price the products that he 
made before the war but which have 
been largely or entirely out of produc- 
tion. during the war ; 

3. How to price new models of the 
same products he was making when he 
turned to war work; 


4. How to price products that he had 
not been making before the war. In 
all the first three cases, it will be pos- 
sible for the reconverting manufacturer 
to determine his ceiling price himself. 
He will not have to wait for OPA to 
set a price for him. 

The fourth problem—the pricing of 
a product that the seller is making for 
the first time—is one with which OPA 
has been dealing throughout the war. 
The manufacturer must apply to OPA 
for ceiling prices in line with those of 
his competitors for the most nearly 
comparable products. Applications 
will be handled in OPA field offices. 
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OME with your wandering re- 

porter if you want to know 

what farmers thinking 
about in Iowa. You'll slither over 
the muddy roads of Jasper County, 
straddle pig fences in a 30-mile wind, 
and wade in that stuff barnyards are 
filled with until your overshoes are 
sucked off. 

This adventure was undertaken to 
help dealers get better acquainted with 
rural people who are going to offer 
the greatest unsaturated market for 
appliances after the war. The U. S. 
has loaned more than $440 million to 
some 795 cooperatives to supply elec- 
tric service to their farms. Added up, 
the whole picture is big and will be 
bigger. 

You can learn all this out of a book, 
but to get the “feel” of what people 
think you have to sit down and talk 
to them. 


Visits Maytag Farms 


Because some of the 15 Maytag 
farms in Iowa are newly electrified, 


and because they are occupied by ten- 
ants, it seemed that they could give a 
good idea of what this section of the 
country thought, especially those who 
are going to do the appliance buying 
after the war. Older, owner-operated 
farms that have long been electrified 
would not afford so good a viewpoint 
as beginners, it was felt. 
Accompanied by Jack Wormley, 


manager of the 5,000 acres that make 
up the 15 farms owned by the Maytag 
family, your reporter went the rounds. 
Jack was graduated from Iowa State 
College in 1936, grew up on a nearby 
farm and is a student of the rural pic- 


The farm offers possibilities for sale of even more than one water pump, argues 
Jack Wormley. On the Wormley farm a deep well pump fills the reservoir and 
a small pump maintains pressure throughout the house and farm buildings. 


This tractor illustrates why heavy duty motors will never be popular on farms. The 
tractor is too easily moved about. Note the electric fence control on wall. 
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ture, both political and economic. We 
sat and talked and this story does not 
attempt to pin down to any one person 
the viewpoints gained. Because opin- 
ions popped up again and again they 
may be taken as typical. 

For example, there seems to be no 
desire on the part of the farmers called 
upon to own home freezers. At least 
not without demonstrations. The rea- 
son lies in the fact that Newton, Iowa, 
has an excellently operated locker 
plant, which maintains temperatures 
and charges customers $10 a year. 
Farmers around Newton are getting 
out of the habit of butchering and like 


~~ 


Jack Wormley, 36, lowa State Col- 

lege, manages the Maytag farm. He 

grew up near Newton and was able 

to interpret the old thinking and 
the new. 


to take a steer or a hog to the locker 
plant which kills and cuts up the ani- 
mal for a small fee. Some of the people 
didn’t even seem to know what home 
freezers were. It is obvious that a 
job of education will have to be done 
to make the rural Iowa trade under- 
stand and want the convenience and 
easy accessibility of this device. 

As Jack Wormley pointed out, 
where a home freezer is purchased 
there is likely to be a demand for a 
small model which is easily trans- 
ported. Fully 55 percent of the farmers 
in the area of Newton are tenants and 
likely to move, and they want an appli- 
ance which can easily be transported. 

In the refrigeration field a box with 
a sharp freeze compartment is desired. 
One farmer asked for a compartment 
which would accommodate a 5-gal. 
milk can. On the other hand, if such 
an arrangement is going to be bulky, 
Mr. Farmer would rather have a couple 
of small refrigerators that he can move 
around with him than one large unit. 
The sharp freeze compartment is popu- 
lar because they like to bring meat 
from their lockers and hold it in stor- 
age until eaten. 


Farm Cooking Habits 


Farm wives talked as though they 
like the idea of electric ranges. They 
have seen the pictures and the principle 
of operation seems good to them. How- 
ever, none of them have ever cooked 
on an electric range nor know anything 
about it. A question about how they 
liked timers brought a blank stare. 
Tenant farmers particularly may be 
expected to go for hotplates or roasters 
which can be moved around the coun- 
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A get-acquainted trip 
to some of the Maytag 
and other farms near 
Newton, lowa, to see 
what these people 
plan about appliances. 


By 
TOM F. BLACKBURN 


Running water is a godsend to the farmer, 

and a water pump should be a best seller 

after the war. Linda Northrup, 2!/2, shows 
how she is big enough to pump water. 


try with them. On one place there 
was a complaint that they were only 
getting a voltage of 108, and the 
farmer wanted to know if this would 
affect the operation of an electric 
range. 

Cooking on these newly electrified 
farms—whose owners of course have 
been unable to get appliances—is 
mostly by bottled gas or by ‘pressure’ 
gas (gasoline). The gasoiine was 
liked because the owner said it was 
cheap but he would prefer an electric 
range because you didn’t have to refill 
any tanks. On bottled gas, farmers fre- 
quently keep two cylinders on hand to 
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This is the home of the Northrups. Your reporter avoided the show place Maytag farms 
around Newton and called on those that were newly electrified, and tenant operated. 


Mrs. Forest Northrup demonstrates with a locker frozen steak 
in her kitchen on a Maytag farm near Baxter, lowa. She would 
like to have an electric range after the war. 


turn on when one sometimes runs out. 
They have been told that escaping gas 
was harmless. Another belief was that 
you could smell the gas only when the 
tank was empty. 

The angle of coolness will make a 
mighty impression on farm folks who 
have plenty of cobs for free fuel, but 
who get away from coal stoves wher- 
ever possible because they keep kitch- 
ens so uncomfortable. It is likely, 
however, that the electric range which 
will best succeed in rural areas will 
have a combination feature permitting 
use of cobs in cold weather, when keep- 
ing the kitchen warm is a problem. 
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Forest Northrup and daughter Linda demonstrate the battery 
radio they are going to have changed over into an AC model. 
Radio, Telechron clock and @ flatiron are the only electrical 


appliances they have been able to buy since the war. 


With washers, farmers are generally 
satisfied with agitator type models 
which do all they require in keeping 
dirty clothes clean. Farm wives seem 
to know little about automatic washers 
and tenants are still more dubious 
about them. The necessity of iinking 
them up with a pressure water system 
further complicates the picture. 

Water heating is frequently done 
even in modern homes with a topsy 
stove heating a tank of water. Abund- 
ance of corn cobs plus the fact that 
one does not have to stay in the room 
where water is being heated makes this 
type of heating water popular. 


Stokers are liked on the farm be- 
cause they burn a fuel to which the 
farmer is accustomed. Farmers are 
used to doing a lot of work around the 
place themselves and do not mind fill- 
ing the hopper or removing the ashes. 

Water systems were among the first 
things installed on Maytag farms and 
are kept busy night and day. Dairy 
farms especially use an enormous 
amount of water and the Westinghouse 
dairy proving farm which used 14,860 
gal. per month, consuming 31.16 kw-hr. 
on the average. is quite justifiable. At 
the home of Jack Wormley’s father, a 

(Continued on next page) 
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It is going to be tough to sell electric water 

heaters to farmers in areas where there are 

lots of corn cobs which are often used for 
water heating. 


trend in water systems was revealed 
which may indicate that the average 
farm is a market for more than one 
water pump. Mr. Wormley Sr. uses a 
force pump to fill up his cistern. From 
this cistern he employs a small pump 
to maintain pressure throughout the 
house and barnyard buildings. “The 
idea,” he said, “is that it is too much 
to expect a well pump to lift water and 
maintain pressure at the same time. 
With two pumps, we divide the duties 
of lifting water and maintaining pres- 
sure, and if anything gets wrong with 
the smaller pump it is easy to repair. 
If his farm had a soft water cistern 
he probably would have a third pump 
maintaining pressure on the hot water 
line in his home. 

There is little interest in clothes 
dryers as farm folk knew nothing 
about them. In fact, your reporter dis- 
pensed the first information. At first 
blush farmers think they have plenty 
of yard and plenty of sun and they 
have never considered the angle of 
getting through the washing job 
quickly, which is a job the dryers do. 


Radio and Television 


Where rural lines are extended, 
battery type radios are made obsolete 
and there is quite a service man’s job 
in making over these battery-type 
models for alternating current. Inter- 
est in radio is as high as it ever was 
—and on a lonely farm it is darned 
high—and undoubtedly there will be a 
big market in the rural areas for record 
playing machines after the war. Iowa 
folks seem to have no interest whatso- 
ever in television. In fact, one house- 
wife thought it was something that 
would permit you to see people when 
you talked to them over the telephone. 
Television, judging by this sample, 
will have to do a complete job of sell- 
ing itself to the countryside. 

Originally it was believed that most 
of the tasks around farms would be 
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It was in turning the cream separator that electricity really wen the heart of the 


farmer. 


Merle Kreager remembers when every night there was a back break- 


ing job of separating milk right when he was the most tired. 


performed by heavy motors. This angle 
is dying out, however. It has been 
found that the farm tractor is mobile 
and can be wheeled about to do various 
jobs much easier than motors can be 
set up. 

“Tt is in the field of pig brooders that 
a real revolution is being worked,” 
Jack Wormley, Maytag farm manager, 
said. “The reason lies in the field of 
economics. If you get pigs to market 
earlier than September you can get 
possibly $2.50 per hundredweight more 
for them. Unfortunately, baby pigs 
born in the middle of the winter or in 
the chill of early spring have a great 


job of keeping alive. Before electric- 
ity, little piglets had to keep warm by 
snuggling against their mother who 
had a clumsy way of rolling on two or 
three out of each litter, killing them. 
Or they would chill and die. The pig 
brooder is the answer to the piglet’s 
prayer. The minute Mr. Piggy starts 
to look up and discover he is cold, the 
warmth of an adjoining pig brooder 
reaches out and coaxes him under its 
cozy glow. There he is much happier, 
much warmer than he ever was snug- 
gled against his mama. In fact, in the 
cold weather the young pigs like it so 
well they only come out to feed. Mama 
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Mrs. Helen Kreager says that farm women 
like the agitator type washer. 


pig thus sleeps alone and if the pig 
brooder saves only one more pig per 
litter it is a big winner. With the 
brooder on the premises, batches of 
young pigs can be shelled out at almost 
any time of the year. 

The brooders on the Maytag farms 
are home made. They have a guard 
rail on one side to keep the old sow 
from climbing over them and breaking 
up the lamp and shade which supplies 
the warmth. This is a new angle, Mr. 
Wormley said, as it is realized that if 
the old lady set her teeth in the cords 
there might be fireworks. Heat is sup- 
plied by a 150-watt bulb that is gradu- 
ally stepped down to 50-watt, depend- 
ing on the cold and age of the pig. 


Dairying Problems 


In dairying, few city people realize 
that the dairy barn is one of the damp- 
est propositions you can run into. In 
addition to hauling an enormous 
amount of water, pumped by electricity, 
the barn has to be well ventilated, or it 
will fairly drip with moisture. In the 
Maytag barn visited, two blowers are 
kept going all the time. A herd of 26 
Holstein milk cows were standing in 
the stanchions, and the heat from their 
bodies plus the flow of air kept the barn 
dry. Incidentally, Mr. Wormley points 
out, it doesn’t pay to trifle with metal- 
lic type of wiring in the dairy barn. 

Milk houses can use storage type 
water heaters to greatest advantage as 
they have to be virtually sterilized 
every day. Some employ electric re- 
frigeration for milk coolers, but up at 
the Maytag farms it has been discov- 
ered that cold water from a 400-ft. 


well was good enough to chill the milkj 


and it saved the price of a $300 electric 
cooler. 
Electric fences have become stan- 
dard in Jasper County and work out 
very successfuly. 
Manager Wormley favors the kind 
of a farm best adapted to the neighbor- 
(Continued on page 66) 
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Jobbers say. 


EMBERS of the Appliance Parts Jobbers 
Moe Inc., held their sixth annual 

meeting in Chicago in April. The war that 
blew them unprecedented business was drawing to 
the close, and a complete turnout of members asked 
each other what the future held. 

To seek the answer, your reporter buttonholed a 
number of visitors and sought a picture of how 
things were and promised to be in their home towns. 

W. L. May, 215 N.W. Park Ave., Porfland, Ore., 
who came more than 2,000 miles to attend this 
meeting, said that he expected a recession in the 
parts business which would last about six months 
and then pick up again. The parts business has 
become basic, he said, and any smart independent 
dealer is going to have a repair business’ from now 


. = a on in. There has been a boom in the number of 
With the repair shops in Portland, he declared. There are 
stiches of about 15 good repair shops in the town and this 
at almost @ Wil! probably shrink to around 5. 

Ray Jones, who presides over the Ray Jones 
ag farms Washing Machine Co. at 376 Broadway, S., Den- 
a guard Ye": Colo., says there are about 20 in the repair 
» old sow business in his town, and that about 10 would take 
breaking 
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This picture was snapped to give you a look at Wm. G. 
Zuschlag, of Electric Warehouse, Philadelphia, but the 
photographer tried to include Service Manager John 
C. Voss and Ralph A. Simons of Nineteen Hundred 


ome stan- 
out 


s the kind 
neighbor- 
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Introducing new member G. H. Klinker of Cincinnati. 
Eating with him is Joe Weisberg, Washer Sales & Service, 


ELECTRICAL MERCHANDISING—JUNE, 


REPAIR BUSINESS CONTINUE 
PART APPLIANCE PICTURE 


care of everything after the war. 

G. H. Klinker of Klinker Brothers, Cincinnati, 
says that all retail outlets in the future are going to 
have repair facilities. A rise in the price of new 
stuff which is inevitable after the war will whet the 
demand for used appliances. The reason rebuilt 
appliances have been a failure is due to the fact 
that the OPA froze the price. On the other hand, 
repair business, whose prices are indeterminate, 
could not be frozen and therefore O.K. He thinks 
there will be no drop in the number of repair shops 
in Cincinnati. 

David A. Starr, of Houston, Texas, declares that 
Houston has 22 repair outlets, that there will be at 
least 18 in 1946. Due to the fact that washer prices 
are going to be higher after the war and that people 
are educated to get repairs, the parts business is 
going to carry on. 

Gordon H. Adler, Servel Company, Detroit, 
stated that there are probably 125 repair shops in 
Detroit at present and there probably will be 80 in 
1947. Tire stores and the chains are not in a posi- 
tion to give service and it will fall naturally to the 
lot of the dealer to do this, as his contribution to 


(Continued on page 56) 


This picture was taken to permit Jack Tribje, Jr., second 

vice president of the Appliance Parts Jobbers Association, 

Washington, D. C., to take a low bow. At right is Charles 
Fish of Youngstown, O. 


W. L. May of Portland, Ore., came more than 2,000 miles 
for meeting. At his right is Ray Jones of Denver, newly 


elected first vice president. 


1945 


Grim Carl S. Ruegg of Ruegg Refrigeration & Supply, 

Omaha, is new president of the Appliance Parts Jobbers 

Association. Flashing the glad smile is Charles E. Sand- 
berg of Chicago. 


Reading left to right are Wilfrid L. Cloutier of Detroit, 

secretary-treasurer; Col, Bill Shaw, generalissimo of the 

Washer Association publicity; Jerry Weston of Washing- 

ton and Kansas City, Mo.; and Wm. A. Schwefel of Mil- 
waukee, retiring president. 


This is the first time Gordon H. Adler of the Servel Co., 

Detroit, ever attended meeting unchaperoned by daughter. 

At right is Russell Jones, Refrigeration Supply Co., 
Harrisburg, Pa. 


Dave Starr, who shook the snows of Minneapolis from his 
hat for the balmy skies of Houston. He is showing what 
a real buckaroo, W. B. Sing, wears on his feet in Texas. 
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Main section of the large repair shop at Jamaice 
Refrigeration Service Corp., where six mechanics 
handle the heavy volume of major repair and 
complete reconditioning jobs which firm's outside 
service crew cannot tackle in customers’ homes. 


Refrigerator Repairs 


HE completion of more than 

5,000 outside repair jobs annu- 

ally on domestic refrigerators 
does not unduly excite the manage- 
ment of the Jamaica Refrigeration 
Service Corp., Jamaica, Long Island, 
which concentrates its activity in two 
New York City boroughs—Queens and 
Brooklyn. In fact, Bela Spitz, general 
manager of the firm, hopes to boost this 
volume considerably through a mailing 
of 20,000 eye-catching circulars solicit- 
ing service calls from satisfied custom- 
ers of former years. The circulars are 
being directed to approximately a third 
of the total number of customer names 
listed in the company’s files. If the 


initial mailing sparks the desired re- 
sult, the printer will receive a repeat 
order, according to Spitz. 

A crew of seven men, on a 44-hour 
week work schedule, last year turned in 
5,083 repair tickets on outside service. 
Each ticket denotes a service job satis- 
factorily completed in a home in this 
area. A quick check of the number of 
tickets now flowing through the office 
of this concern points to increased 
volume this year. 


Inside Service Crew 


Meanwhile, an inside shop crew of 
six expert mechanics also chips in with 
some more profitable business. This 


Martin Weiss, president of the firm, in prewar supervised the used box depart- 
ment, selling the rebuilt trade-ins, while Mrs. Weiss, shown here with him, had 
charge of sales promotion on new refrigerators. In average week company sold 
60 new models. 
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How the Jamaica Refrigeration Service Corp., 
which in prewar years sold a large volume of 
both new refrigerators and rebuilt trade-ins, 
now handles this heavy service load annually. 


By LANSDELL ANDERSON 


department handles major repairs and 
thorough overhauling jobs which can’t 
be done in the home. The firm spe- 
cializes in complete rebuilding of re- 
frigerators. As a revealing index of 
the amount of this inside shop work, 
on a recent visit to the plant eLectri- 
CAL MERCHANDISING counted 66 refrig- 
erators on the floor. All were in various 
stages of rebuilding and overhauling. 
They, too, work a 44-hour week. 

Before the war, when the firm recon- 
ditioned vast numbers of trade-ins for 
resale, two men were employed in the 
paint department. When this phase of 
their business slumped during the war, 
the company switched to a flat-rate 
proposition on painting, calling in a 
man whenever a sufficient amount of 
work piled up, Spitz likes this system 
because he now knows exactly where 
he stands on paint costs. 

Another branch of the business, 
trucking, has been handled on a flat- 
rate basis for many years. One local 
trucking concern keeps one truck ex- 
clusively on call by Jamaica Refriger- 
ation Service, making daily pick-ups 
and deliveries at fixed charges for set 
zones. The customer pays the truck- 
ing charge. Since Spitz was able to 
prove to the local OPA board that this 
charge policy was in force before the 
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war, he has been allowed to continue it. 
When seasonal demands exceed this 
truck’s capacity, others are called in 
on the same basis. 

This system offers several advan- 
tages, Spitz says. It allows his own 
organization to stick strictly to serv- 
ice, thus easing his own manpower 
problems. He knows the cost of truck- 
ing, per box moved, right to the last 
penny. The trucker works hard to 
produce income for himself while a 
driver directly on the Jamaica Refrig- 
eration Service pay roll might have a 
tendency to take it easy at times. In- 
surance is up to the trucker. 


60 Refrigerators Weekly 


During an average week in late pre- 
war years the firm sold about 60 new 
refrigerators. The major lines were 
Frigidaire, Norge, Kelvinator and 
General Electric, with some Crosley, 
Stewart-Warner, Philco and Gibson 
refrigerators also being sold. As a 
rule there were 50 to 60 models on 
display on the two sales floors which 
together totaled 3,275 sq. ft. Mrs. 
Martin Weiss, wife of the president of 
the firm, was in charge of sales promo- 
tion. Seven salesmen, key men in the 
organization, were employed steadily, 
with others taken on temporarily at 
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Two views of this section of the repair shop which is equipped with all tools and m y 


ded to turn out complete 


rebuilds of trade-ins. Firm in prewar sold these at the rate of 1,500 annually, backing them with a one-year guarantee. 


imes. Prior to becoming general man- 
ger, Spitz headed the sales depart- 
ment. 

Martin Weiss supervised the used 
box department in prewar, annually 
learing around 1,500 trade-ins which 
were rebuilt and then sold under a 
one-year guarantee. The department 
showed its wares in a room 50 x 60 ft. 
Approximately an equal number of 
trade-ins were junked each year be- 
cause they would have required too 
much work to rebuild into saleable 
shape. 

When competitive selling on new re- 
irigerators was tough in prewar days, 
the firm worked hard for trade-ins, 
promoting the prospect on the idea of 
a better refrigeration job at a saving 
in electric bills. The inside shop force, 
then ranging between 10 and 15 in 
number, did not service the new re- 
frigerators sold by the company. The 
guaranteed service on these was 
handled by the manufacturers. This 
left the shop freer to rebuild trade-ins 
ior resale and then to keep them in 
repair under the firm’s one-year guar- 
antee. At the same time, the shop de- 
partment handled all major repair 
work delivered to it. 


Outside Servicemen 


In 1941 there were 11 outside service- 
men covering the Brooklyn and Queens 
area. That year they handled a total 
of 7,148 calls. Another two outside 
servicemen completed nearly 2,000 
home jobs in Nassau County, a terri- 
tory since dropped for manpower 
reasons. The average number of tickets 
turned in per year by each outside 
serviceman is lower now than in pre- 
war, Spitz says, because today there 
are far fewer minimum charge calls. In 
the first place, all refrigerators now 
are older and the nature of the average 
repairs necessary thus liable to be cor- 
respondingly more critical, requiring 
more time to fix. Secondly, the crew 
pushes harder than formerly for com- 
plete reconditioning rather than fixing 
One part today and then tomorrow 
having to return to the customer’s 
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home to fix some other part. For 
these same reasons the volume of cus- 
tomer repair work now going through 
the shop also is heavier than in prewar. 


Rebuilds Old Boxes 


One pet idea of Spitz’s provided the 
shop with a considerable amount of 
work and led to some profitable war- 
time business. He tells the story as 
follows: 

“We had on hand a terrific pile of 
old trade-ins which were far too shot, 
generally, to recondition for resale at 
usual OPA levels. Reconditioning in 
a normal manner was entirely out of 
the question at these OPA prices be- 
cause of today’s labor cost. 

“Only the cabinets of these old trade- 
ins were OK. This was particularly 
true of a large number of Majestics 
we happened to have on hand. I de- 
signed a complete new unit for these 
boxes: a new motor, new compressor, 

(Continued on page 58) 


A corner of another large room which also is devoted solely to refrigerator 
repairs. When firm ran out of new merchandise following appliance freeze, the 
salesmen received thorough shop training here to fit them for outside service work. 


A profitable wartime idea of Bela Spitz, general manager, was to design complete new units for installation in old, stripped cabinets, 
of which the firm had large numbers on hand. At right, above, Spitz inspects a new assembly, shown alongside of old unit it will 
replace. Left, painter gives cabinet final refinishing touches. 
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Northern California 


APPLIANCE 


To its previous studies of population, housing and buying power, Pa- 
cific Gas & Electric Co. adds an analysis of appliance saturation and 
the potential market for sales to help dealers get ready for post-war 


ONTINUING its studies of the 
post-war appliance market in 
northern California, the Pacific 

and Electric Co. has recently 
issued compilations of data for dealers 
on appliance saturation sales, and on 
the potential domestic appliance mar- 
ket in the area which it serves. These 
follow the previous studies on popula- 
tion, housing and buying power, which 
furnish basic information necessary for 
the proper formulation of post-war 
plans. 

All figures are given both in system 
totals and individually for the 43 trad- 
ing areas into which the territory has 
been divided, so that every dealer may 
be able to study his own problem in the 
light of local conditions. Saturation 
figures are confined to those appliances 
used in single family residences, al- 
though separate data are also available 
for single metered apartments in San 
Francisco. All master-metered apart- 
ment units are excluded entirely. In 
some few instances, where the com- 
pany serves gas but not electric cus- 
tomers in a community, the customers 
of other utilities have been included. 
Electric saturations are based on a 
total of 809,838 customers: 751,493 of 
them customers of the Pacific Gas and 
Electric Co.; 58,345, customers of 
other utilities. 


Gas 


DOMESTIC APPLIANCE SATURATION 
—P. G. & E. TERRITORY 


As of December, 1943 

Number Percent 

Appliance Owned Saturation 
Electric range......... 71,285 8.8 
Electric water heater... 44,531 5.5 
Major air heater...... 192,111 2.3 
Refrigerator.......... 575,967 71.1 
Washing machine. .... 563,393 69.6 
82,306 10.2 
Vacuum cleaner...... 527,137 65.1 
Room coolers-evap.... 35,538 44 
Room coolers-comp.. . . 853 1 
Water pressure system.. 65,174 8.0 
Dishwasher........... 1,824 2 


Importance of the local segregation 
of figures is shown by the wide vari- 
ance between a 37.3 percent satura- 
tion of electric ranges for the Redding 
trading area, for instance, where 
natural gas is not available, and of .5 
percent for San Francisco. Electric 
water heaters show a similar differ- 
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ence, being found in 25.6 percent of the 
Redding homes and in only .2 percent 
of San Francisco residences. Other 
items show less clear a pattern, al- 
though divergencies are marked. Near- 
by communities will show a difference 
of 15 percent or more in the ownership 
of electric refrigerators, while ironers 
reflect apparently the degree of sales 
effort which has been put into their 
sale locally. Such items as room cool- 


ers, of course, depend for their sale 
upon a warm summer climate and are 
less prevalent in the northern coast 
areas. 

Apartment house dwellers own a 
definitely smaller number of appliances, 
as was to be expected, with the excep- 
tion of the one item of electric ranges. 
Figures for comparable areas are 
shown in the accompanying table. 

Record of appliance sales from 1939 


PERCENT SATURATION APARTMENTS AND SINGLE 
FAMILY DWELLINGS 


Berkeley Oakland San Francisco 
Appliance Howse Apartment House Apartment House Apartmen 
Electric range......... 135 4.4 8 3.3 5S 9 
Refrigerator®.......... 70.6 26.7 74.0 24.5 64.3 11.8 
Washing machine. ... . . 78.6 24.2 73.7 26.0 63.9 8 
9.4 2.2 12.0 5 12.3 a 
Vacuum cleaner....... 7141 34.0 80.7 30.0 76.4 26.0 
99.7 95.2 99.1 94.0 96.9 95.0 
*Appliences only, excludes central plants. 


through 1943 show graphically the 
effect of wartime restrictions and serve 
as an index of the postponed demand. 
In appraising the figures it is pointed 
out that the 1939 and 1940 sales volume 
represents the normal flow of peace- 
time business; the 1941 volume indi- 
cates the stimulation caused by the re- 
armament boom and increased buying 
in anticipation of wartime shortages, 


while the progressively restrictive ef- 
fect of government regulation is re- 
flected in sales records of 1942 and 
1943. 

Translated into dollar volume, this 
means that during 1941 $13,600,000 
worth of electric refrigerators were 
sold in this territory. This had been 
reduced by 1943 to a volume totaling 
only $1,100,000 and it was expected 


DOMESTIC APPLIANCE SALES 1939 THROUGH 1943 
P. G. & E. and Dealers—Entire System 

% De- 

crease 

Appliance 1939 1940 1941 1942 1943 ‘40-43 
Electric range......... 5,212 5697 8,334 4,242 2,303 59.6 
Electric water heater... 3,575 3,341 4,172 2,659 778 
Major air heater....... 1,862 1,667 1,686 1,043 220 868 
Refrigerstor............ 53,672 77,546 86,780 24,046 7,143 908 
Washing machine...... 37,426 43,972 52,348 30900 1,493 968 
6,490 8,021 10,548 6694 531 93.4 
Vacuum cleaner....... 34,785 34,382 34,683 21,499 3,031 91.2 
140,209 172,508 162,925 99,974 10,741 93.8 
Room cooler—evap.... 6,096 6813 8,324 17,793 639 90.6 
Room cooler—comp. . . 194 164 220 32 14 915 
Water pressure system.. 1,610 1,820 2,517 2,435 1,491 18.1 
Dish washer.......... 242 338 359 270 45 86.7 
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that 1944 sales would not be more tha 
10 percent of even this amount. Vol. 
ume of radio sales dropped fror 
$5,500,000 in 1941 to $450,000 in 1943 
with a volume of about 23 percent o 
this reduced figure expected for 194 

Based on the foregoing and previow 
studies, the Pacific Gas and Electric 
Co. has recently issued a study of the 
“Potential Domestic Appliance Mar- 
ket” for the six-year period following 
the war throughout the territory whict 
they serve. They preface their tables 
with several cautionary observation: 
In the first place, consideration has 
been restricted to 14 selected electric 
appliances and figures therefore mus 
not be construed as applying to the 
total potential market, which would ir- 
clude miscellaneous other items. Fur- 
ther, it is pointed out that the term 
“potential market” does not constitute 
a prediction as to post-war sales, but 
merely states the opportunity which is 
open. Actual sales will be contingent 
upon such additional factors as nz 
tional and local advertising, manufac- 
turers’ and distributors’ merchandising 
methods, and aggressiveness of retail 
outlets, as well as upon possible gov- 
ernment restrictions and other inflv 
ences as yet unknown. 

The present study was intended tt 
establish “the number of good sale 
prospects which will be available dur- 
ing the period, 1945 through 1950." 
Factors which influence the extent o 
this ‘potential market for appliances 
which have to be taken into account it 
establishing an estimate include: 


Present and anticipated customer accer 
tance. 

Economic conditions. 

Saturation of appliances. 

Life exp y of applianc 

Extension of utility services to previou 
unserved territory. 

Increased number of customers. 

New industry developments. 

Selling prices. 

Local conditions peculiar to the areas bein: 
studied. 


In preparing the figures here giver 
two groups of customers were cof 
sidered: new P. G. & E. customer 
and those already on the lines who (1) 
may be replacing appliances alread} 
owned, (2) may be replacing like a 
pliances using other fuel, or (3) hav 
no like appliance at the time of pur 
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COMPARISON OF POTENTIAL DOMESTIC APPLIANCE MARKET 
By CLOTILDE GRUNSKY 1945-1950 INCLUSIVE WITH UNIT APPLIANCE SALES FROM 1938-1943, 
INCLUSIVE (P. G. & E. SYSTEM) 
more thafMchase. In order to determine the re- represent six fairly normal pre-war 
ount. Vol-M placement market, the average life of years) amount to $152,001,114 for this eee a 600 
yped fronfeach appliance from the time it is first same territory. ~ 
DO in 1943 put into service until it is junked (irre- Th ively li h careers come 
percent off spective of the number of owners who foll conservatively 
i for 1949 may use it) was estimated. It was ‘OUOW!ng observations as justi y 500 - —— 500 
id previous further assumed that appliances will be the statistical data presented. ———————— 
id Electrif available for marketing during 1945. 1. Due to wartime restrictions, the scope of 
udy of thf If this is not the case, the figures may pent-up demand for all types of home a 
ance Mar-Mfall be shunted along for another year equipment is without precedent. 400 400 
| followingi or more until free sale is again per- 2. A rep market can 
tory whicifll mitted. Because gas appliances were be anticipated for appliances which have [2 2 
heir table also considered in this study, care has public acceptance dur- £ 
been used not to list the same prospects and, 
ration hai@ for both electric and gas ranges, for chines are among the electric appliances 
ed electric instance—or to duplicate figures by which will receive greater public ac- - 
efore musi overlapping, thus presenting too opti- ceptance during the postwar era. 
ing to thei mistic a picture. 4. A new field will be opened by the intro- 
1 would in Total figures given in the accom- duction of such appliances as home 200 200 
fems. Fur-M§ panying tables are segregated by trad- laundry dryers and home freezing units. 
t the termi ing areas in the report in order to pre- 5. In some areas of the P. G. & E. territory 
t constitute sent a local picture which each mer- of service, the market for all appliances 
- sales, butill chant may apply to his own problems. will be influenced by the phenomenal in- 
* ht : ‘ crease of population that has taken place 100 100 
ty which is Unit sales have been translated into in, 
contingent dollar volume, utilizing 1941 average 
ors as naMunit retail prices as a basis for the The successful conversion into sales 
, manufac- calculation. This gives an estimated of the tremendous potential appliance 
‘chandising value of $285,285,947 for the electrical market would be a major contribution Getic On 
3S of retail appliance market during the six years to the maintenance of a high level of Ronges Woshers lroners Water Furnaces Furnaces 
ssible gov-M following the cessation of hostilities. employment and a high standard of erotors Heaters 
ther infu While this is not an actual prediction living from the standpoint of the gen- 
of postwar sales in this area, it does eral community, as well as insuring a 
ntended tM give a mark to shoot at. By way of bright future for such members of the 
good salecomparison, it is interesting to note electrical industry who are prepared to 
we gy that 1940 sales multiplied by six (to take advantage of the opportunity. ESTIMATED PORTION OF REPLACEMENTS TO TOTAL POTENTIAL 
ug 50. 
DOMESTIC APPLIANCE MARKET? 1945-1950 INCLUSIVE 
appliances 
account i RETAIL DOLLAR VALUE—POTENTIAL DOMESTIC APPLIANCE (P. G. & E SYSTEM) 
clude : MARKET 
1945-1950 Inclusive ELECTRIC APPLIANCES 
Electric Appliance Dollar Value Mathet REFRIGERATORS 
88,886 $160 $14,221,760 35.0% 
, Water heaters............. 51,267 63 3,229,821 27.3% 
Major air heaters.......... 44,588 37 1,649,756 10.0% 
499,260 157 78,383,820 55.3% 
Washing machines. ........ 528,219 16 40,144,644 59.6% 
acuum cleaners.......... 566,028 45 25,471, Repiocement 
areas being need 1,268,358 50 63,417,900 ...... market 
Room coolers—evap....... 61,244 61 3,735,884 94% 
Room coolers—comp....... 10,831 350 
rere giver Water pressure systems... .. 34,375 150 5,156,250 23.2% 
were con 61,459 212 13,029,308 ...... 
Clothes dryers............ 33,830 145 4,905,350 ...... appliance units 
who (1) Home freezers............ 71,031 185 Replacement 
“eS alread Toto! market oppliance units 
ng like a Total electric appliances $285,285,947 ...... Replacement 
Exclusive of installation costs. 
r (3) hav 
me of pur 2 
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How MANY 


Will 


ERTAIN types of electrical ap- 
& pliances demand special thought 

on the part of the manufacturer 
when they are to be used on direct-cur- 
rent circuits. Devices which use ther- 
mostats are especially demanding in 
this particular and only slightly less 
insistent are those which are motor- 
driven. In the competitive post-war 
market, any added cost to fit an appli- 
ance for d-c operation will be viewed 
with concern and can be justified only 
if there is a market sufficiently large to 
make such special production finan- 
cially desirable. 


War Stopped Conversion 


It is well known, of course, that all 
public utility companies have been con- 
tracting their d-c distribution lines as 
rapidly as feasible. The advent of war- 


Even after victory has been won, a 
couple of years will go by before the 
conversion gets effectively under way 
once more. The present d-c market 
for applicances will therefore probably 
continue for a number of years longer. 
Several appliance manufacturer- 
clients of Electrical Testing Labora- 
tories, Inc. suggested that ETL under- 
take to find out how many d-c custom- 
ers still remain in the United States. 
A careful combing of McGraw’s 
Central Station Directory for 1944 
showed 45 central station companies in 
the United States, serving population 
groups larger than 5000 persons, as 
still offering a d-c distribution service 
at 125/250 volts or similar voltage. 
There were indicated possibly four 
companies in Canada in the same cate- 
gory. A questionnaire was prepared 


the number of direct-current meters or 
customers remaining on their lines. It 
was proposed that the total figure be 
broken down into meters serving resi- 
dential customers, those for offices, for 
stores, for industrial establishments, 
or for any other category of customers. 
For purposes of comparison, the com- 
panies were also invited to submit 
similar statistics concerning the num- 
ber of alternating-current meters on 
their lines. 

The response was very gratifying. 
Replies were received from all but 
three companies and since it was 
judged that they did not represent any 
appreciable quantity of direct current, 
they were not pressed for reply beyond 
the second follow-up letter. 

In a few cases the returned question- 
naire did not furnish a breakdown of 


to the several categories according to 
percentages derived from the returns 
of those companies in which a com- 
plete subdivision was provided. 

In many cases the reply was accom- 
panied by a statement along the lines of 
the comment made above, that is, that 
the company policy of converting d+ 
installations a-c- service as rapidly as 
possible, which had been going forward 
before the war, was now suspended be- 
cause of wartime conditions, but the 
process of conversion would be re. 
sumed as promptly as feasible after the 
removal of the restrictions which now 
hindered further progress. 

The table below has been compiled 
from the replies from the 43 cooper- 
ating companies in the United States. 
No attempt has been made to analyze 
the figures or to assemble totals for any 


time restrictions put a stop to this and sent to each of these 49 companies totals into the categories suggested. In other purpose than to show the relative pa 
change-over in nearly all localities. inviting their cooperation in indicating such cases the totals were distributed amount of d-c remaining in the coun-@ ;.. 
anc 
cen 
like 
tric 
stor 
D-C METERS (OR CUSTOMERS) IN THE UNITED STATES (JANUARY 1, 1945) tri 
Numbers of Meters for Central-Station Companies Selling D-C Service vie 
too 
A-C Meters or Customers D-C Meters or Customers Per Cent wh 
Total D-C of Total call 
Meters Resi- Com- In- Resi- Com- In- A : 
State in State dential mercial i Total A-C dential mercial Total D-C Company State 
Alabama... 370,512 79,539 8,192 867 ones. ..... 157 70 227 0.25 0.05 wh 
California. . 2,635,040 828,850 135,194 26,209 990,252 15 2,671 700 3,386 0.35 0.15 pur 
280,916 125,578 8, 5,894 378 15 373 0.25 0.15 abl 
234,299 196,617 28,718 4,380 229,715 584 2,116 501 3,201 1.35 1.35 
457,543 29,137 3,672 568 14 24 38 0.1 0.0 
GRIESE Te ae 2,357,829 864,563 137,318 12,868 1,014,749 2,542 7,442 3,082 13,066 1.25 0.55 cus 
382,754 107,136 8,66 2,840 2,015 416 2,491 1.9 0.65 for 
469,086 5 40,248 16,235 626 926 0.2 0.2 tin 
1,360,916 348,450 62,353 9; 419,863 32,150 21,166 5,016 58,332 12.2 4.3 
are 1,503,069 715,564 63,606 15,901 795,071 1,928 - pres 7,416 0.9 0.5 pa 
1,111,181 51,664 8,144 098 60,906 ...... 27 0.05 0.0 sol 
907,01 404,667 45,093 1,232 450,992 1,000 2,220 140 3,360 0.75 0.35 ex) 
4,356,699 1,728,992 481,600 73,030 2,283,622 200,096 93,972 22,091 316,159 12.2 7.25 to 
North Dakota............... 36,857 8,411 1,552 278 Gude 198 1.9 0.55 
2,069,381 945,561 119,425 12,482 1,077 468 226 4,488 997 5,711 0.55 0.3 = 
410,611 107,030 17,574 3,258 18 0.0 0.0 ers 
513,385 181,567 17,392 2,505 541 78 619 0.3 0.1 Wi 
ESSERE AE EE 2,645,272 497,359 57,991 8,303 563,653 42 312 152 506 0.1 0.0 th 
237,645 134,657 25,968 2,300 196 50 246 0.15 0.1 
721,633 4, 45,000 986 339,986 ...... 400s 0.05 
571,493 84,076 12,028 705 96,809 ...... 14 0.05 0.0 ev 
Ee eee 879,750 253,431 29,326 1,751 284,508 500 4,593 25 5,118 1.75 0.6 be 
34,552 7,125 1,026 219 0.1 0.0 ab 
Totals, 23 States............. 24,538,368 8,360,520 1,378,486 202,969 9,941,975 239,083 148,912 33,91 421,910 4.05 to ra 
In addition to the above listing of d-c meters for central station companies, The McGraw Directory (1944) " 
shows 26 plants providing direct-current service (o as many communities, each with less than 2000 popu- on 
lation, total number of meters for this group: 4091; number of states represented by the group: 9. 
st. 
th 
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By GORDON L. THOMPSON 


Chief Engineer 
Electric Testing Laboratories 


try. One is justified in viewing each 
residential user of central station serv- 
ice as a potential purchaser of appli- 
ances. Probably a fairly higher per- 
centage of the commercial customers 
likewise represent buyers of those elec- 
trical devices which are used in offices, 
stores, restaurants, and so on. Indus- 
trial customers, on the other hand, are 
viewed more as purchasers of electric 
tools rather than of those appliances 
which, for lack of a better name, are 
called “household appliances”. 

There are several considerations 
which shrink the probable number of 
purchasers of d-c appliances consider- 
ably below the number of d-c resi- 
dential and commercial meters. Many 
customers who use alternating current 
for lighting and other purposes, con- 
tinue using direct current to operate a 
particular device, a pump for example, 
solely because conversion would be 
expensive; when it becomes necessary 
to replace the device they will purchase 
an a-c product. Again, many custom- 
ers with only d-c service at present, 
will not purchase d-c appliances when 
they become available since conversion 
to a-c service is only a matter of time 
even though that period of waiting may 
be several years. Finally, and prob- 
ably most potent of all, d-c service 
rates are usually substantially higher 
than those for a-c service, and d-c cus- 
tomers expectantly await conversion 
on this account. 

From the returns of the 43 central 
station companies in the United States 
there is indicated a total of a little less 
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than 422,000 d-c meters or customers 
on their lines.as of the beginning of 
the year 1945. This total represents 
slightly more than 4 per cent of all 
meters on the companies’ lines. It 
represents only 1.7 per cent of all the 
meters in those states where direct 
current is still sold, and finally it rep- 
resents only 1.25 per cent of all the 
meters in the United States. Incident- 
ally, the companies responding to the 
questionnaire represents more than 30 
per cent of the meters in the country. 
Of this total of 422,000 d.c meters, 
there are 33,915 meters (or customers) 
classified as “industrial” which, as 
noted above, probably should not be 
considered as part of the potential ap- 
pliance market. This leaves approxi- 
mately 388,000 meters in the residen- 
tial-commercial category. In addition 
to the 45 central station companies 
listed in the McGraw Directory as 
furnishing a d-c service, there were 
shown 26 plants providing direct-cur- 
rent service to as many communities, 
each with a population smaller than 
2000 persons. The total number of 
meters shown for this group was 4091; 
the number of states represented by 
the group was 9. Adding the 4091 
meters of the small isolated plants, the 
total potential market for d-c appli- 
ances would appear to be about 392,000 
meters. Of this totul, 347,000 meters 
are found in New York and Massachu- 
setts which leaves less than 45,000 d-c 
meters in the rest of the country in the 
residential-commercial classification. 
In Canada, only Ontario has a small 
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Is a possible market of about 350,000 


customers, located mostly in New 


York and Boston, sufficiently attrac- 


tive to warrant equipping appliances 


for operation with direct current? 


amount of direct current remaining; 
the returns indicate about 1000 d-c 
meters of which somewhat more than 
600 meters represent industrial custom- 
ers. 

Alaska is reported as having no d-c 
distribution. The Phillipine Islands 
and Porto Rico have a few small iso- 
lated plants supplying direct current, 
with less than 100 customers to a plant. 

It has not been possible to determine 
the number of private plants generat- 
ing direct current for use in hotels, 
restaurants, and the like where appli- 
ances might be used. There are slightly 
more than one million meters included 
in the table, under the column of “total 
meters” for states and country, which 
represent REA energized projects. It 
does not appear that any of these use 
direct current. 


25-Cycle Operation 


Designing for 25-cycle operation 
need concern appliance manufacturers 


‘even less than producing for d-c serv- 


ice. It is indicated that the only re- 
maining pool of 25-cycle retail distri- 
bution, consisting of a few thousand 
meters and surrounded by 60-cycle 
service lines, will have been evaporated 
before new appliances have appeared 
on the market in significant numbers. 

Equally informing would be a com- 
pilation of manufacturer _ statistics 


showing the numbers of appliances 
produced or sold annually, which had 
been specially equipped for d-c oper- 
atidn. However, such data could be 
secured only for pre-war production 
and the labor of obtaining the figures 
would be far greater than that ex- 
pended in getting the number of d-c 
customers. Accordingly, four of the 
larger manufacturers of appliances 
were solicited for aid and information 
in this matter. They responded most 
generously and the per cent figures for 
1940 (or 1941) production of equip- 
ment specially designed for use with 
direct current shown in the table below 
have been compiled from their 
answers. These figures refer only to 
automatic devices; non-automatic flat- 
irons, for example, which may be oper- 
ated on either a-c or d-c because no 
control device is involved, are not in- 
cluded. Two manufacturers referred 
to the New York area in particular as 
constituting a large d-c market for de- 
vices adapted for use on d-c circuits. 
It was also pointed out that there is a 
considerable demand at the moment for 
devices, especially fans, to operate on 
d-c, because of the requirements of 
Army and Navy. The generai atti- 
tude seemed to be that after the war, 
devices will be made for d-c operation 
only on special order, and it would 
need to be a sizable order at that. 


Appliance Manufacture: 


Ss = Less than 0.1 per cent, made 
(P) = Post-war intention: Will 


PERCENT OF D-C APPLIANCES PRODUCED PRE-WAR 


Coffee Makers and Percolators........... 
ashers 


luction Specially Equipped 
tp 
A B 3 D 
5 5 
4 5 6 0 
U U 
0 
1+(P) 
1 1 
U U 
0 


be 
= Universal motor which can be used on either a-c or d-c. 


From the data presented the question 


to be answered is then: Is a possible 


market of about 350,000 customers, lo- 


cated mostly in New York and Boston, 
sufficiently attractive to warrant equip- 
ping appliances for d-c operation? 
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5 
5 
5 
5 
5 
5 
Food-mixers............... 
5 OS ‘ 
5 
Sandwich Grills............ 
Vacuum Cleaners... ...... 
5 Wie wems.............. 
Water Heaters............ 
] 
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SUNBEAM MIXMASTER 


E show those things that any competent service man can do to keep 

the Sunbeam Mixmaster in operation for its owner with the least 

loss of time. These instructions and pictures are based on Mixmaster 
models 3A and 3B. There are minor differences in construction on other 
models but the principle of operation of all ten-speed types is the same, 
and these suggestions will be found helpful on all Mixmasters which may 


be submitted for repair to the average electrical appliance dealer. 

Of course, there are certain repair jobs on the Mixmaster which are 
better left to the factory or an authorized service station which has the 
right tools. Replacement of field coils, armatures and main motor 
bearings are in this category, and in the rare cases where such replace. 
ments are needed, it is best to send the mixer in. 


Motor Buzzes, Whippers 
Don’t Turn 


lf the customer reports that motor buzzes but 
whippers do not turn, examine the gear case and 
spindle sleeves near the front of the motor— 
spindle bearings may be frozen. 

If oil leaks down spindles, examine gear case for 
thinned out grease and the felt washers at the 
ends of the spindles. They may require replace- 
ment, but, usually, replacing grease with special 
lubricant furnished by the factory is all that is 
required. 


With the whippers in place, turn gears until both set 
screws are directly in front. 
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The front cover is held on with a single screw right in 
the center. 


lf the cover sticks after screws are out, it can easily 
be lifted off with the point of a screwdriver. 


Loosen the set screws with long-nose pliers or a small 


wrench. 


bia 


2 If bakelite handle is broken, handle screws are easily 
removed after front cover is off. 


a 


7 
4 


~ 


Remove as much grease as possible with screwdriver 
point and wash out the remainder with gasoline o 


kerosene. 


8 If spindle sleeve sticks after set screw is loose, it me 


juicer opening. 
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be driven out with a small rod inserted throug! 
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oo e After spindles are out, gears can be lifted out for 0 In replacing gears, be sure that both set screws are 11 Rusted, dirty or rough spindle bearings may be 
—_ replacement, or to make easier thorough cleaning of directly in front so that whippers will be lined up. cleaned and smoothed with a piece of fine sand- 

replace. gear case. paper wrapped around a small rod. A round file, 


if available, may also be used. 


= 


2 Remove brush cap screws carefully so that brush 
springs do not fly out and become lost. 


are easily 


15 If rear cover sticks, tap it gentle as shown with a 
den or leather mallet, rather than prying be- 
tween front and rear parts of housing. Such prying 


M tor Won't Run If customer reports motor will not run at all, or runs only on one 
0 speed, the carbon brushes, governor and condenser should be examined. 


13 Pull out spring and brush. If worn or damaged, 
replace. 


16 Pull rear cover straight out from motor to expose 
governor. 


17 Governor is held on shaft with an Allen-head set 
screw. Use an Allen wrench 8/32 in. 


screwdriver 
gasoline o 


ose, it ma 
d throug? 


‘ 


would damage finish. 


Previous Service Articles 


HIS is one of a series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, |941); ranges (August, 1943): 
Maytag washers (April and September, |942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 


1942); Simplex ironers (March, 1943); Speed Queen washers’ (March, 


1943); wringers (June, 1943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironers (May, 1943); wringers (September, | 943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, !943); toasters 


(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
waffle irons (December, | 944); Lovell wringers (June, !943); Hotpoint 
ranges (June, 1943); Apex washers and ironers (July, 1943); Easy 
washers and ironers (August, |943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, !943); Bendix washers (November, |943); Gibson 
refrigerators (December, 1943); Telechron clocks (February, 944); 
Dexter washers (March and April, !944); ABC washers (April, 1944); 
1900 washers (May, |! 944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, 1944); Frigidaire refrigerators; 
Frigidaire ranges (September, 1944); Horton ironers, washers (Octo- 
ber, 1944); Electromaster ranges (November, 1944); Kelvinator re- 
frigerators (February, 1945); Wilcox-Gay record changers (March, 
1945); Hamilton Beach Mixers (April, | 945). 
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18 If governor is damaged, or points are burned and 19 Examine, clean and replace, if necessary, the gov- 20 Two screwdrivers with wood or plastic handles may 
badly worn—replace it. Since the governor is ernor brushes. They should slide in and out freely. be used, as shown, to test motor without governor 
balanced after assembly, it is not practical to Over-oiling or dirt may be sticking the brushes and in place. It should run at full speed unless the 


attempt repair on this unit. keeping them from making contact. motor is burned out or the cord is damaged. 


s 


21 Disconnect wires leading to condenser. 22 Remove the two screws holding switch and resis- 23 The switch and resistance coil are pulled out and 
tance coil in place. ; off. It is only rarely that this part needs attention 
Runs on High Speed Only A shorted condenser causes motor to run on high speed only. It should be replaced. 
194 


24 Remove light colored insulating tubes from ends of 25 If condenser sticks, pry it out with two small screw- 26 Pull it out from front end of motor. 


condenser leads. Ch ck n th Co rd 


27 Before putting in replacement, open up space for 28 Push a stiff wire through motor from rear and hook 29 Turn motor over and remove screw in center of sma! 
lead wires by inserting a screwdriver from rear of both leads of new condenser to it so that they can plate which covers cord connections. 
motor. be pulled into place without difficulty. It does not 
matter which lead is put on each contact. (Continued on page 44) 
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Leading the next rural publication by more than half a million circu- 
lation, Farm JourNALt is by far the largest rural magazine. 


COMPARATIVE CIRCULATIONS, 1944* 


Country Gentleman . . . 2,014,062 
1,246,001 
Successful Farming 1,135,099 


*December, 1944, A. B. C. statement 


Meet the farm money half way. Stock and display these products in 
your line which are advertised in current issues of the Farm JOURNAL. 


ALCOA ALUMINUM GENERAL ELECTRIC SPEED QUEEN WASHERS 
ARMCO STEEL KELVINATOR U-C LITE 

BURGESS BATTERIES K-M ELECTRICAL APPLIANCES UNIVERSAL APPLIANCES 

F. E. MYERS & BRO. CO. 
BURKS WATER SYSTEMS alles U. S. ELECTRIC BATTERIES 
ESTATE RANGES UNITED STATES STEEL 
EVEREADY FLASHLIGHT BATTERIES PHILCO PRODUCTS WESTINGHOUSE PRODUCTS 
FRIGIDAIRE RCA PRODUCTS ZENITH RADIOS 


Of the “Big Four” géneral magazines—Life, Saturday 
Evening Post, Collier’s, FARM JOURNAL—FARM JOURNAL 
is the only one that covers the rural market. 


GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 
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n 1918 you could look down any Main Street 
and not see a single sign with the word 
“RADIO” on it. 


That new sign sprang up like magic after the 
last war. 


There will be new signs on Main Street after 
this war, too. Signs running the gamut from 
“television” to the last word in fine traffic 
appliances. 


Forward-looking dealers and distributors of 
electrical appliances will give sound consider- 
ation and use keen discrimination in the selec- 
tion of the products they will sell in the post- 
war years. In the welter of new offerings, it’s 
up to each one, individually, to separate the 
wheat from the chaff, if he is to ride out the 
first lush spending spree that will come when 
the “green light” is given for production and 
selling. 

Take the electric steam iron business, for ex- 
ample. Women had wanted and NEEDED a 
steam iron for home pressing. Attempts had 
been made to fill the need, but not satisfac- 
torily. Too many “bugs” in most of the steam 
irons offered. 


Then came Steam-O-Matic. \t was the first fully 
automatic steam iron that embodied features 
guaranteeing absolute safety, Did women wel- 


MAIN 


come it? They did—to the tune of a quarter 
million Steam-O-Matic sales prior to Pearl 
Harbor! 


If such past performance means anything to 
dealers, it means the steam iron in the post- 
war period is going to be an important and 
profitable item. They will want to sell a proved 
success. The proved success in steam irons is 
Steam-O-Matic. 


Yes, pre-war proved Steam-O-Matic is a sign 
that will go up on Main Street after this war. 


Then came Petipoint—a revolutionary iron 
embodying features women had long wanted 
... air-cooled handle ...small auxiliary sole- 
plate...and side-rest to prevent toppling. This 
amazing iron, brought out just prior to Pearl 
Harbor, was an instant success. 


So pre-war proved Petipoint is another sign 
that will be put up by progressive dealers and 
distributors following this war. 


DISTRIBUTORS 


Steam-O-Matic and Petipoint irons are now 
being handled by the finest distributors in the 
United States. However, we will consider a 
few additional distributors who are looking 
beyond the immediate free-for-all sellers’ mar- 
ket that lies just ahead. Write the Waverly Tool 
Co., 115 Frelinghuysen Ave., Newark 5, N. J. 


Two Irons that Revolutionize lroning 


A MATIN 
iv 


FIRST AND FINEST 


FIRST fully automatic steam iron... FIRST 
steam iron embodying features GUARAN- 
TEEING ABSOLUTE SAFETY...Most accu- 
rate heat control ever devised for an electric 
iron... The unquestioned leader in quality and 


performance. 


O.P.A. APPROVED 
LIST PRICE 
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PETIPOINT 


Only air cooled iron...Only iron with dual 
soleplate; for regular or “close” ironing. Only 
iron with side rest. Can’t topple over. Only 


iron with heat adjustment for speed of indi- _ 


vidual ironer. Absolutely accurate heat con- 
trol, Fully Automatic. 


O.P.A, APPROVED 
LIST PRICE 


JUNE, 1945—ELECTRICAL 


MERCHANDISING 


i 
4 
: 
| | 
| 
YEARS AHEAD OF ITS TIME — | 


SALES REPRESENTATIVES: 


F. P. McMORROW MARTIN CARLESTEIN & ASSOCIATES L. S. GERSHON 
459-B Hippodrome Annex, 1150 Broadway, New York City 436 Ridge Building, Kansas City 6, Mo. 
Cleveland, Ohio WALTER C. NYE LEO UNGAR 

JULES J. DREYFUSS 1492 Merchandise Mart, Chicago 54, Illinois 310 No. 11th St., St. Louis, Missouri 

46 S. W. Fiest St., Miami 32, Florida ED. T. LOCKE OWEN WEBB 
McDONALD & SHAW 205 Hazen Bldg., 9th and Main Sts., 110 Summer St., Boston, Mass. 

513 No. Akard St., Dallas, Texas Cincinnati 2, Ohio 
ING ELECTRICAL MERCHANDISING—JUNE, 1945 


NYPENNO SALES COMPANY 
508 Chestnut St., Pittsburgh, Pa. 


FRED C. WOOD 
Western Merchandise Mart, 
San Francisco 3, Calif. 
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By the same token. .. . women 
prefer to buy leading-line ap- 
pliances . . . . appliances that 
have won popular acclaim on a 
basis of proven merit. The Sim- 
plex lroner Line enjoys that 
basic selling advantage. 


AMERICAN IRONING MACHINE CO. 
Algonquin, Illinois 


THE 

RECOGNIZED 

LEADER 

out af four ironers in 
6: wes today is a Simplex. 
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Servicing SUNBEAM MIXER 


CONTINUED FROM PAGE 40 


Checking the Cord (cont.) 


Lift up and expose cord ends. It is not necessary to dis- 
connect them for testing with a test lamp. 


Whipper and Bowl Trouble 


31 If user reports whippers do not go down into bowl far 
enough, or go down too far so that they strike bowl, raise 
or lower motor as required with set screw in stand right 
under the motor. 


32 If bowls do not revolve, bearing under the bowl disc may 
be stuck or rusted. Soak with kerosene, oil thoroughly 
and advise user not to put disc in water for cleaning. 


NO SMOKING 


If Mixmaster smokes, especially on low speed, it indi- 
cates that over-oiling has allowed lubricant to get on 
resistor where it burns. This condition causes no damage 
to motor. Let it run on low speed for about 15 minutes 
to burn off oil and advise user against over-oiling. 
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¢ vacuum cleaner 


Vacuum cleaners on “must” list of 50% of 


national magazine's readers, survey shows. 


in eastern ared- } 


- +. and it will be yours, now that buyers realize they will save $10 to $20 when they buy 
their next Premier—a saving made possible because this long-famous cleaner is sold by retailers 
only, not by manufacturers’ “specialty” salesmen. Dealers, too, have learned that a Premier 
franchise will mean a maximum volume of profitable business, because of these established 
advantages that make up Premier’s clear-cut, over-all policy: 


1 Selling only through retail dealers makes pos- 
sible an actual saving to customers of $10 to $20. 


y) 77 of the country’s finest distributors, carefully 
selected for their geographical locations, give 
maximum service. 


3 Forceful national advertising is designed to 

change the vacuum cleaner buying habits of 
American women by “Putting the Public Right 
... Right Into Your Store.” 


4 First new cleaner distribution will provide 

“One to Every Dealer Before Any One Gets 
Two” — subsequent cleaners to be distributed 
according to the number of customers depen- 
dent upon each dealer. 


5 “Neither too many nor too few” dealers will 
assure 4 Good Business deal for every dealer. 


Premier has been a consistent contributor of 
important new features, like the dramatic new 
Matho-Matic Nozzle. 


7 16 Factory Service-Branches, “Putting Our 

Service at Your Service,” provide complete 
repairing and reconditioning service—for deal- 
ers to sell at a profit. 


§ The long-famous quality and efficiency of the 
Premier make it truly “All That The Name 
Implies”— an unsurpassed electric vacuum 
cleaner, and an appliance that is highly 
profitable for you to sell. 


3,500,000 vacuum cleaners comprise accumulated 


American need, says economic authority in radio address. 
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“All That the Name Implies” 


ELECTRIC VACUUM CLEANER CO., INC. + CLEVELAND 10, OHIO 


— 


2 


2,16 1,186 Yacuum 
cleaners estimated as 
demand 
at war’s end—based on 
figures from 78 Utilities, 
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Ex WASHERS 


Seven Times as many women preferred Maytag 


THE AMERICAN HOUSEWIFE has spoken her mind in 
no uncertain terms. When it comes to post-war 
washers, Maytag is her choice 7 to 1. 
If you are already a Maytag dealer, you will be 
quick to recognize this seven times greater sales 
advantage—and profit advantage—and you're all set 
to go when Uncle Sam permits us to start 
producing washers again. 
If you are not yet a Maytag dealer, and there is no 
Maytag dealer in your town, now is the time to 
investigate the Maytag dealership—the “7 to 1 
Post War washer franchise!” Get in touch with 


THE MAYTAG COMPANY...NEWTON, IOWA 


* They knew what they wanted! 


*In two recent impartial, independent surveys 
conducted by a large metropolitan newspaper and 
a widely-read national weekly, covering a huge cross section 


of America, housewives were asked this question: 


“If you could have your choice, which washer would you choose?” 


Seven times as many women answered 


“Maytag” as mentioned any other make. 


Maytag did not participate 


in these investigations. 


IRONERS 
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Proctor post-war retailing clinic in session. Extreme left to round the table: J, T. 


| Peirce, R. B. Levitz, Harry Kauffman, W. G. Peirce, P. J. Macy, Harry Levin, 
, H. S. Perkins, Louis Lefkoe, L. E. Moffatt, Sol J. Phillips, Mary R. Riedel, Phillip 


e all set 


is no 


J. T. Peirce, Peirce-Phelps, Inc., Proctor dis- 
tributors, presents the distributor viewpoint. 


Dealer 


Caplan, V. E. Vining, R. M. Oliver, R. L. Strobridge, Major Oswald MacCarthy, 
Juilius Carmosin, Mort Farr, Fabian Schupper, A. C. Darmstaetter, Frank 
La Clave, E. H. Grant, George Reese, D. W. Thompson, Willard Johannsen 


Proctor Electric Co. invite dealers and distributors 
to a session to discuss post-war small appliance 


merchandising and 


Consulting the dealer and especially 
the manufacturer’s own dealer on his 
problems and his recommendations 
for post-war merchandising is being 
actively pursued by appliance manu- 
facturers. 

An unusual method in this respect 
was a Clinic held by Proctor Electric 
Co., of Philadelphia, Pa., in a meeting 
held in Hershey, Pa. at the end of 
April. They brought their dealers 
from the Philadelphia, and Harrisburg 
area and proposed for discussion the 
following questions: 


1. What items, electrical and non-electri- 
cal, should a dealer include in his stock 
to attract traffic business and insure 
profit from over the counter items? 


sales chart. 


ISING 


Mort Farr, Upper Darby, Pa., dealer; Vernon E. "Sam" 
Vining, Proctor merchandising consultant and Harry Kauff- 
man, West Chester, Pa. dealer discuss the Proctor ten-year 
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let them run 


the show 


2. What are the reasons for and against a 
dealer engaging in the small appliance 
business? 

. Is the small appliance business of suf- 
ficient importance for a dealer to es- 
tablish a separate department and what 
is the minimum volume requirement? 

4. Should small appliance sales personnel 
be male or female? How should they 
be compensated? How should they be 
trained to sell more profitable, higher- 
priced items? 

5. What is the best location for the small 
appliance department and how best can 
small appliances be displayed? 


w 


6. Should a dealer maintain an over-the- 
counter service department, parts, stocks? 


7. When competitive conditions warrant 
(Continued on page 78) 


Robert M. Oliver, vice-president in charge 
of sales, Proctor Electric Co., presided over 
the post-war retailing clinic. 


1945 


A. C. Darmstaetter, Darmstaetter's, Lancaster, Pa.; R. L. 
Strobridge, Newell-Emmett Co., Phillip Caplan, Caplan's 
Harrisburg, Pa.; R. M. Oliver, and George Reese, Gewehr 
Piano Co., Wilmington, Del. 


Store planning was actively discussed at the meeting. 
Above, Harry Levin, Samuel Goldberg, Louis Lefkoe and 
Charles Barwis, all dealers, go over a plan during the 


Hershey Clinic. 
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The Farm Market of He Golden Crescent 


Metropolitan San Francisco, 
Buffalo, Des Moines 
and 
Memphis combined! 


| pte a quick glance at Fe Golden Crescent will ing market . .. small in area .. . three million in population 
reveal it as a market with startling potentialities. ... able and willing to buy. He Golden Crescent is a market 
It is a rich market, ready and eager to buy the goods where good advertising and good merchandising will pay 
so long withheld by war. In recent years, farmers in big dividends in sales! 

this compact area have enjoyed record-breaking 
incomes. They’ve been saving money. And they have 
reduced mortgages in this area to a new low. Whereas 
full ownership of farms is only 50.6% for the whole 
country, it rises to 70.4% in Fe Golden Crescent. 
These three states contain 17.5% of all electrified 
farms in the nation. 


Not only is this a big market—totaling three million 
farm folks—but it is geographically compact and eC Bas ee 
thoroughly covered by only three magazines... 
MICHIGAN FARMER, OHIO FARMER and PENNSYL- . ‘MICHIGAN FARMER 
VANIA FARMER. They are necessities to the farmers of Detroit 
The Golden Crescent . . . carefully read, believed in : 
and trusted. A set-up such as this can materially . 
reduce selling costs. 


Cleveland 


Have you a product appealing to people with a high 
standard of living—and the money to raise that 
standard even higher? Then here is a ready and wait- 
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is NOT a WAR BABY! 


Since the early days, when radio was first introduced 
to the American public, Howard has been a leader. 
Through boom times and depression, Howard Radio 
Receivers have been developed, engineered and 
created under one management by Howard trained 
craftsmen. This policy of Howard engineering and 
production personnel working together over the 
years adds up to greater value for the consumer 
and assured profits for the Howard dealer. 


You have an opportunity to 
build sustained success in the 
retail radio field with Howard 


Millions know Howard as a maker of fine radio 
receivers, radio-phonographs and radio-recorders. 
Identified with all that is best in radio entertain- 
ment, Howard has consistently developed an 
outstanding reputation for progressiveness, depend- 
ability and performance. By tying in your post-war 
sales activities with Howard, you will be in a 
preferred position to capitalize on this valuable 
background of consumer acceptance. 


HOWARD RADIO COMPANY 
1731-35 BELMONT AVE e CHICAGO 13, ILL. 


ELECTRICAL MERCHANDISING—JUNE, 1945 PAGE 49 


| 
; 
UNDED 
2 
tHe | 
SARMSTRONGY 
ear 
SING 


"They say that at HER reception ee at 
she's qoing to demonstrate her BENDIX!” | for 


She already owns a one-and-only Bendix Automatic Home 
Laundry—and that’s what really counts with women today! 

And today there are 5 women who want the Bendix, to 
every woman who has one! Naturally, that one lucky woman 
is more than happy to show it off to her friends and neighbors. 


And the postwar Bendix is really something! It’s the only 
“automatic” that’s already “sold” to the vast majority 
who're going to buy! The only “automatic” that’s under- 
gone over eight years of actual home testing—that’s 
thoroughly proved through daily use by our Army and 
Navy. Completely automatic in every way: washing, 
rinsing and damp-drying at the click of a switch! 


These women know the Bendix is the one-and-only for their 
money! And so do the thousands of keen, able Bendix dealers 
who have 300,000 ardent owners “selling” for them—and are 
sitting very pretty, thank you, as “B-Day*” approaches! 


*Bendix Day 


Bendix Home Appliances, Inc., South Bend, Indiana;;. Pioneers and Perfectors of the Automatic “Washer” 
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The SMALL TOWN 
WATER SYSTEM MARKET 


HREE things picked out of a 
| reporter’s notebook show which 
way the wind is blowing. 

In his sun-drenched office in Okla- 
homa City, W. A. Darden, general 
sales manager, who succeeded the late 
A. A. Brown with the Oklahoma Gas 
and Electric Co., commented as fol- 
lows the other day: 

“We have come to think that home 
water supply systems are largely a 
farm proposition. Yet that is only a 
part of the picture. We have over- 
looked the fact here in Oklahoma—and 
the same thing is true in every state in 
the union—that there are many small 
cross road towns which today . have 
electricity and yet there exists no 
municipal water system. Each family 


has a pump in its own backyard and’ 


there is one of the nicest unsaturated 
markets you could possibly imagine 
for the sale of water systems.” 

In Oklahoma alone there are 99 
towns in the Oklahoma Gas and Elec- 
tric territory without central water 
service. While Oklahoma Gas & Elec- 
tric does not sell merchandise it never- 
theless does promote by advertising 
and other means, and it would not be 
at all surprising at the war’s end to 
see this energetic utility leading the 
van in pushing home water systems 
for both farms and small town homes, 


A Dealer Opportunity 


Mr. Darden points out that there is 
a chance for a dealer who can carry a 
stock to do a signal job as a specialty 
operator. Too often in small towns, 
he says, the local merchants merely 
carry demand merchandise. The firm 
that will actively promote conveniences 
of this sort has a brand new oppor- 
tunity which will undoubtedly be seized 
upon by some of the men setting up 
business after the war. Thus specialty 
selling may be done by means of dis- 
play wagons going from place to place 
and giving the local folks a peep at the 
items. At any rate, Mr. Darden thinks. 
there is going to be a spreadout of 
active selling in these little places and 
in the country and new ways and 
means of economical distribution are 
bound to spring up. 

Item No. 2. Comes through the mail 
a report on two farms where data was 
kept accurately by Westinghouse Elec- 
tric & Mfg. Co. On the dairy farm a 
shallow well pump brought up 842 
gallons a month for 24 months, at a 
monthly average consumption of elec- 
tricity of .75 kw.-hrs. A deep well 
pump delivered 14,860 gallons of water 
per month and averaged over two years 
48.58 kw-hr. per mongh. On the poultry 
farm a shallow oil pump used an aver- 
age of 6.33 kw-hr. per month. 

Before complete electrification the 
dairy farm electric bill was $84.20; ice, 


ELECTRICAL 
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Utility interest is expected to be stim- 
ulated by load-building possibilities 


Home water systems in cross road towns and on 
farms offer one of the best bread and butter 


loads utilities can promote. 


$50.32; oil for cooking and lamps, 
$96.40; wages of one hired man, $480; 
one hired girl at half time, $120; total 
$830.92. 

Use of 15,684 kw.-hrs. during the 
following year cost $365.22. The esti- 
mated upkeep and interest on the in- 
vestment was $193. Total saving by 
electrical method was $272.17, or 
enough to replace the cost of all equip- 
ment within ten years. 

Item No. 3. The Milwaukee Journal 
has just completed its 1944-45 con- 
sumer analysis of the Greater Milwau- 
kee markets. Asked where they were 
going to buy or build after the war, 
the people up there replied as follows: 


Percen- 
Location tage Number 
In suburbs 48.47%, 53,103 
In City of Milwaukee 37.8%, 41,473 


Outside Milwaukee County 13.8% 15,140 


Look at that and you can see that 
62.2 percent are shaking the dust of 
the cities from their heels and their 
future building activities and homes. 
This means more home water systems. 

That a water system is a bread-and- 
butter sales item is revealed to anyone 


1945 


an increased milk production. A hun- 
dred laying chickens require about 25 
pounds of feed per day and over 40 
pounds of water to keep up their pro- 
duction activities. Cucumbers are 97 
percent water, strawberries 90 percent ; 
cabbage, 89 percent, apples, 80 percent 
and potatoes 78 percent. 

While automatic home water systems 
have been on the market since 1916, 
it took rural electrification to put them 
in the electrical appliance field. In 
recent years the production of auto- 
matic water systems has been in the 
neighborhood of 300,000 units a year, 
including gas engine driven setups. 

Despite this, 75 percent of the rural 
homes of the country are still without 
the conveniences and benefits of run- 
ning water. Windmills, which were in- 
vented in 1867, have been supplying 
farms for years, but it cannot be said 
they take care of all the functions. A 
complete automatic water system has. 
two duties: the pumping of water 
from the water supply, and putting the 
pumped water under pressure to supply 
running water for the various outlets, 
These functions are performed auto- 


W. A. DARDEN 
Oklahoma Gas & Electric Co. 


Problem that is making utility sales managers think: In 1939 utilities sold 
130,336,000,000 kw-hrs.; in 1944, 230,400,000,000. What are utilities going 
to do with the excess energy they can generate after the war? 


who studies the business. A person will 
use 25 to 35 gallons per day when run- 
ning water is available but will use 
less than half this amount when the 
water has to be pumped and hauled by 
hand. A fat steer needs 80 pounds of 
water per day; nearly twice the weight 
of his feed; a pig needs about 1,200 
pounds of water before he can be 
profitably marketed. Milk cows that 
have constant access to water will show 


matically and once the system is in- 
stalled and operating it operates like 
a city tap. 


Water System Types 


In essence, an automatic water sys- 
tem consists of a pump and motor unit; 
a pressure switch for automatic start- 
ing and stopping of the water system, a 
pressure tank for storing water and an 

(Continued on page 52) 
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our boys are 


as they mop up Tokyo we'll step up civilian production 


: and say: ‘‘We’re back now at our regular 


business... building CONLON products 


with all the well known features, as 


well as some new developments.’’ That will not amaze you 


because we have been doing that for over a quarter of a 


century and you have learned to expect 


extraordinary things from us. What will amaze you is that 


we have found time to plan for the future, 


therefore you can expect the finest line of electrical 


appliances that ever carried the CONLON 


trade mark.... 


= Since i913 


QUALITY 
WASHERS IRONERS 


CONLON Corporation v 
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The Small Town 
Water System Market 


CONTINUED FROM PAGE 5) 


air volume control for replacing the 
air in the tank. 

The size of tank required depends 
largely upon the water requirement, 
but it is recommended by manufactur. 
ers that a tank having a 6 to 8 gal 
active water supply be used. With 
motors, as small as 4 hp, 5 to 7 gal, 
tank may be used. With a pump having 
a 4 hp. motor a 20-gal. capacity tank 
would be the minimum required whik 
a 2 or 3 hp. motor should have the pro. 
tection of at least an 80 gal, tan 
capacity in order to avoid frequent 
stopping and starting. 

Several types of water systems are 
sold, depending upon the situation of 
the purchaser. 

When the source of water supply is 
a cistern, lake, spring, well or any 
source where water can be obtained at 
a depth of not over 22 ft. below ground 
level, the shallow water system is usu- 
ally employed. Most shallow wel 
pumps do not really lift water by 
means of suction but rather through 
the aid of atmospheric pressure. Be- 
sides the piston type there is a centri- 
fugal pump type in which there is an 
impellor water wheel revolving at high 
speed, using much the same principle. 


Increasing Pressure 


On some types of centrifugal pumps 
a small jet assembly is added to in 
crease the pressure as usually cen- 
trifugal pumps are not able to pump 
large quantities of water against the 
higher pressure needed in a water 
system. This jet assembly consisting 
of a small jet and expanding tube or 
ventiri, like the nozzle in a hose, may 
either be mounted in the pump casting 
as part of the pump unit, or as a sep- 
arate assembly below the working 
water level as is done in deep well 
jet pumps. 

The ejector type pump can be lo- 
cated in the basement or house or any 
other convenient place where it will 
receive protection against freezing. 

Some 40 percent of the automatic 
water systems draw from wells that 
go more than 22 ft. below the ground 
level, and hence are termed deep wel 
systems. The deep well working hea‘ 
is a piston type pump that operates on 
much the same principle as the old 
hand pump except that all manual labor 
is eliminated. With a compensating 
cylinder one stroke of the pump raises 
the water and on another stroke the 
water is forced into the tank under 
pressure. This kind of a pump operates 
economically electrically. 

A volume could be written on the 
business of supplying home water sys- 
tems, everything from water-witching 
to long-winded discussions of capacity. 
However, unless all signs fail, electri- 
cal dealers are gwing to be up to their 
elbows in the next four or five years 
selling water systems as one of their 
regular appliances. And now is the 
time to get acquainted with what it is 
all about. - 
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an be > HALK up another newsmaking “first” for Proctor: the small appli- 
on - or ance industry’s first “Dealer Clinic.” We put on the conference 
eezing. table the subject of postwar retailing problems, the problems faced by 
automatic your business. From active dealers in the Philadelphia-Harrisburg area 
wells that we got a lot of answers, answers drawn from their own experience. 
4 me The Proctor Postwar Retailing Clinic was held in Hershey, Pa., April 
ae heat 24-26. It was a tremendous suc- 
erates on FREE « « © A report on the first Proctor cess. We hope to sponsor other 
s the old Dealer Clinic. Answers many of your ques- clinics in other areas. 

ual labor tions about postwar retailing. We think it will 
. - prove a valuable aid to your postwar planning. 
pensating Send for your free copy. 
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Look to Frigidaire for Leadership through f 
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everywhere are saying 


“Most outstanding piece of helpful literature ever presented to 
the Service Dealer Organization; another ‘Frigidaire First’.” 


“An excellent Guide. Well gotten up, shows a lot of thought and 
consideration of dealer and district problems, Will be a real help.” 


“Complete in every detail. A fine piece of material to place in the 
hands of both old and new dealers.” 


Comments like these show how enthusiastically Frigid- 
aire service people in the field are hailing the unique Service 
Section of Frigidaire’s new Dealer Operating Guide. 


There’s good reason for their enthusiasm. For this book 
offers practical help and authentic information on every 
phase of the service business— 


An entire chapter diagrams and explains service depart- 
ment arrangements . . . provides detailed information on 
equipment and tools .. . 


Another chapter shows how to select and train service 
personnel . . . compares the advantages of various serviceman- 
compensation plans. : . 


Still another chapter shows how to set up and operate a 
record system on service parts . . . gives useful tips on order- 
ing parts... 


BUY AND KEEP 
MORE WAR BONDS! ; 
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in War Production 


GENERAL MOTORS 


COMMERCIAL REFRIGERATION - 


thing ever 


Two invaluable age point out special opportuni- 
ties for selling service ; . . show how service calls can lead to 
future equipment oobi: . give reliable advice on establish- 
ing—and charges . . 


Yes, whether a Frigidaire Dealer wants to establish a service 
department, or improve his present operation—this book 
will give him valuable assistance! It’s designed to help any 
Frigidaire Servicing Dealer, whether the dealer is his own 
service man or maintains a complete service organization. 
It's planned for thoughtful study—yet the answer to a sudden 
service problem may be located within a minute. 


Available Only to Frigidaire Servicing Dealers 
and Authorized Service Stations 


This exceptional Service Guide condenses into one practical, 
usable volume the service “know how’’ of hundreds of 
Frigidaire Dealers . . : the fruit of more than 25 years of 
service experience . . . the vast technical knowledge of the 
entire Frigidaire Service Organization. Another exclusive 
advantage for the Frigidaire Dealer, it’s one more reason why 
Frigidaire Dealers will continue to enjoy the kind of service 
leadership that pays off in . . . Sales Leadership! 


Division of 


DAYTON 1, OHIO * TEASIDE 12, ONTARIO 


Peacetime builders of 
REFRIGERATORS - RANGES - WATER HEATERS 
HOME FREEZERS - ICE CREAM CABINETS 
AIR CONDITIONERS 
BEVERAGE, MILK, AND WATER COOLERS 
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As soon as a Chromel heating element begins to operate, it takes on 


a coating of oxide, or rust. It is not like iron rust which readily flakes 
off, and thus promotes further oxidation. The “rust” on Chromel, to the 
contrary, is a thin, tough skin that is just about air tight, and furthermore, 
it clings very tenaciously to the wire. Thus it serves as a protective 
coating against further oxidation. This is one of the good reasons why 
Chromel heating elements are so remarkably durable. ... We 
have a handy little gadget called a “Heating Unit Calculator”, 


that is useful to your service men. It's free . . . send for it. 


| CHROMEL | 


* Used as the heating element in millions of appliances: 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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Jobbers Meeting 


CONTINUED FROM PAGE 3) 


the distribution picture. Mr. Adler feels 
that while shops that repair merchan- 
dise have built up a pattern of recogni- 
tion in their neighborhoods, people are 
not naturally going to go to them for 
appliances after the war unless they 
carry a representative stock of new 
merchandise. 

Russell D. Jones, Refrigeration Sup- 
ply Co., Harrisburg, Pa., thinks that 75 
percent of the repairs made during the 
war have been acceptable to customers. 
He states there are 11 repair shops in 
Harrisburg and there will probably be 
a temporary increase after the war un- 
der the G.I. Joe bill. While postwar cus- 
tomers will not forget the folks that 
kept their appliances running, they 
nevertheless will return to shopping 
around at the end of the war and all 
dealers should be on their toes. He 
says that all dealers who hesitate to get 
their hands dirty are out of the picture. 

At the election Carl S. Ruegg, Ruegg 
Refrigeration Supply Co., 2611 Farnam 
St., Omaha, was named the new presi- 
dent; Ray Jones, 376 Broadway, S.., 
Denver, first vice president, and John 


Thomas B. Pritchard, Pritchard Electric Co., 

Oklahoma City, rates a picture because he 

is said to carry one of the most complete 

stocks of washer repair parts of any member 

in the association. He can supply repairs 
for washers 15 years old, it is said. 


Trible, Trible’s, Washington, D. C., 
second vice president. 

Some 11,000 temporary catalogs 
have been shipped, it was announced, 
and work is going ahead on the perma- 
nent catalog. This permanent catalog 
covers every make of washing machine 
and the association is having some 
12,000 photographs taken as illustra- 
tions, and will contain all essential 
and fast moving parts made. Through- 
out washer history, it has been esti- 
mated, there have been some 300,000 
washing machine parts put on the 
market. 

The supply of parts has been satis- 
factory, most of the association mem- 
bers feel. Thomas B. Pritchard of Okla- 
homa City, carries repairs for ‘washers 
15 years old, and is said to carry a 
$40,000 inventory. C. E. Sundberg of 
Chicago is said to carry $150,000 stock. 

The war has been very good to ap- 
pliance parts jobbers. They left Chi- 
cago, feeling that with the cessation of 
hostilities they could expect to carry on 
as a permanent part of the appliance 
picture. 
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PARTIAL LIST OF 
DISTRIBUTORS 


L&aH GAS AND ELECTRIC 
BUTT’S ELECTRICAL SUPPLY CO. 
Charleston, S.C, 
DUTTON LAINSON COMPANY 
Hastings, Nebr. 
ange HAWKINS HARDWARE 
Huntington, W. Va- 


FIXTURE & SUPPLY CO- 
Omaha, Nebr. 


GOUGH INC, 

Los Angeles, 

GOUGH INC. 
San Diego, Calif. 


LONE STAR WHOLESALERS, INC. 
Dallas, Texas 


ALBERT MATHIAS & COMPANY 
El Paso, Texas 


ALBERT MATHIAS & COMPANY 
Phoenix, Ariz 
MORLEY BROTHERS 


Detroit, Mich. 


and Rapids, Mich 
MUTUAL 
DISTRIBUTORS Buffalo, N. Y. 


E. M. O'DONNELL 


racuse, N. Y. 
ROSKIN BROTHERS 
Albany, N. ¥ 


APPLIANCE WHOLESALERS OF 
OREGON, INC. Portland, Ora 
HARRY COOPER SUPPLY CO. 
Springfield, Mo. 
EFENGEE ELECTRICAL SUPPLY 


MORLEY — 


COMPANY, INC. Chicago, lil. 


MAYTAG ELECTRIC COMPANY 
Minot, N. D. 
RADIO pees & APPLIANC 
COMPANY OF 
ttle, Wash. 
STEINER ELECTRIC COMPANY 
Chicago, ! 
SUPERIOR DISTRIBUTING CO. 
Kansas City, 
TRI-STATE SUPPLY COMPANY 
Chattanooga, 
BUILDING MATERIA 
co. Wichita, 
ZION COOPERATIVE MERCANTILE 
INSTITUTION 
Salt Lake City, 


Lan ELECTRIC 
ALCAZAR GAS 

CREST CORPORATION 
St. Lou 


MONROE HARDWARE CO. 
New Orle@n 


STANDARD SALES COMPA 
Spokane, 


Mo. 


L&H GAS 
JENKINS WHOLESALE DIV#SIOb 


Kansas 


JENKINS WHOLESALE 
Oklahoma 
JENKINS WHOLESALE 
6. 


JENKINS 
LIQUID GAS EQUIPME CORP. 
San Fran i 
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GOODWILL... 
Deep 


HE artisanship which etched it will 

soom assume its regular role in the 
peacetime world. Our determination is 
to concentrate on the manufacture of 
quality cooking and heating appliances, 
after the war. 

The L&H line has always been mod- 
ern — so acclaimed by every generation 
... its progressive stability recognized 
by dealers and users alike. New L&H 
models will have improved time-and- 
labor-saving devices, temperature and 
time controls — features to excite the 
admiration of vast peacetime markets. 

Again, as for the past 70 years, the 
L&H franchise will merit the approval 
of appliance merchants who know you 
can’t beat go-getting, hard-hitting, spe- 
cialized experience. Dealers seeking a 
well-known, firntly established cooking 
and heating appliance line should get the 
story back of the|famous L&H trademark. 


A. 3. LINDEMANN & HOVERSON CO, 


Manvfecturers of ELECTRIC RANGESE+ ELECTRIC WATER HEATERS GAS RANGES + OIL STOVES PORTABLE OVENS GIL HEATERS WICKS 


PA@E 67 


ng 
Saginaw, Mich. 
L&H ELECTRIC 
3 | 
4 
| eos 2 | 
ounced, —_ 
perma- 
MILWAUKEE 7, WISCONSIN 
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deil-off-sight Features 
weundonlyon 
VOSS WASHERS 


FLOATING AGITATOR 
Only VOSS has ‘Suds Washing.” 
Patented floating agitator washes at 
the surface—where suds and clothes 
meet. Dirt washes out, settles to the 


bottom—and stays there. Women 
want VOSS for washability! 


x AUTO-TYPE TRANSMISSION 
Only 4 moving parts mean simple 
operation and efficiency. Practically 

+ + trouble free, this engineered mechan- 

“4ism is time tested. Women want 
4VOSS for freedom from trouble! 


VOSS \WRINGER 


WORLD'S SAFEST WRINGER 
Voss Triple Safety provides instant roll tension release, 
shuts off power and stops entire machine. 
Women want VOSS for safety! 


Here’s a line of washers with great sales opportunities! 
These sell-on-sight features, found only on VOSS Wash- 
ers, assure sales and profits—women want these features. 
You will be proud of your VOSS Line. Find out more 
about VOSS now. Write for details. 


FRANCHISES VOSS Distributors will, of course, pro- 
! - tect all present authorized dealers. However, there 
ae may be a Franchise available in your locality. Ask 
us for name of your distributor. Act now! Get 
ready for post-war profits! 
v's SAFEST 


Time TESTED 


voss BROS. 
MFG. CO. 


DAVENPORT, IOWA 


69 YEARS OF EXCLUSIVE WASHER BUILDING EXPERIENCE 
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5,000 Refrigerator Repairs 


a new condenser, and a new float or 
capillary system. The shop assembled 
these units on a production line basis. 
We then stripped those old boxes 
down to the bare cabinets and put in 
these new units and a new gasket. We 
also installed a new evaporator and 
control in a majority of them. Finally, 
the cabinets were resprayed ; the shelv- 
ing also was sprayed. 

“This pr&ctically gave us the equiva- 
lent of a new refrigerator—as near the 
equivalent as possible to produce in 
wartime. Anyway, they were a God- 
send to many a housewife and mother 
who otherwise would have been com- 
pletely out of luck when her old re- 
frigerator went dead and upon inspec- 
tion proved to be absolutely shot. We 
sold these new boxes at prices noted 
in directive MPR 139, section G, per- 
taining to refrigerators with new parts. 

“The shop turned out these new 
boxes during the winter when the re- 
pair load was lightest. We can’t con- 
tinue longer, except in limited quanti- 
ties, however, because we have 
developed a scarcity of suitable cabi- 
nets in this area. After we ran out 
of old cabinets ourselves, we picked 
up others around this section until 
they boosted the price too high for us. 
At first we got all we wanted at a fair 
price but when they learned how we 
used them they jacked the price up so 
high it killed the profit in the job. 
Our margin was fairly close and we 
needed quantity sales to show a fair 
profit.” 


Salesmen Learn Service 


When the company ran out of new 


merchandise, following the wartime 


freeze on appliance manufacturing, the 


outside salesmen were offered shop 


training which would fit them for out- 


Two views showing small sections of the com- 

pany's extensive parts department. Stock- 

room clerk is guided by detailed inventory 

controls, always is certain shop mechanics 

never will be stalled for materials when mak- 
ing major repairs. 


CONTINUED FROM PAGE 33 


side service work. Four of them turnej 
into highly capable repairmen. Thre 
still with the company, will form th 
nucleus of the post-war sales for 

Refrigerators, of course, will con 
tinue to hold the spotlight in post-war 
The sale of refrigerators, new ones an( 
rebuilds combined, previously ac 
counted for approximately 80 percent 
of the company’s total business. Th 
major lines to be featured, it now js 
anticipated, will be Frigidaire, Norge, 
Kelvinator and General Electric. 

As in prewar, Spitz intends to con- 
tinue with a line of laundry equipment. 
Other appliances to be carried include 
electric ranges, dishwashers and air 
conditioners. Kitchen cabinets al» 
may be introduced. Radios, which the 
firm once previously sold, “will 
given a good whirl by the sales force’, 
while Spitz studies his market in this 
line and gauges long term possibilities 
in it. 

Regarding the 60,000 consumer 
names in the files, Spitz knows what 
model of refrigerator each customer 
has in his home and when it was pur- 
chased. 
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ELECTRICAL PRODUCTS ADVERTISED 
WOMAN'S HOME COMPANION 
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It’s good common sense to go after 
extra profits. An easy way to make them 
is to display these products ...tie in your 
displays with the Companion. Because 
products advertised in the Companion 
move even faster when you display them 
with a copy of the Companion or pages 
from it. See for yourself. Try it. Get 
those extra profits! 


WOMAN’S HOME COMPANION, 250 PARK AVENUE, NEW YORh 
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Help your sales with 


the greater beauty 


of a WAX-O-NAMEL finish: 


Trademark Reg. U.S. Pat. OF. 


The patented wax-impregnated enamel 


It’s the truth—women buy what pleases their eye : : : and women control 
the purchase of home equipment. Any product will sell better if beau- 
tiful, and any product will be more beautiful if finished with Johnson's 
WAX-O-NAMEL. 


Richer Beauty 


By a patented process, high-quality enamel has been impregnated with 
wax : : : an exclusive feature! Thus, WAX-O-NAMEL inherits the 
advantages of wax. This superior finish, produced in white and colors, 
not only gives a richer original beauty, but a beauty that lasts longer. 
Because of WAX-O-NAMEL’s remarkable resistance to marring, soiling 


$8. C. JOHNSON & SON, Inc., Dept. EM-65 
Product Finishes Dept., Racine, Wisconsin 
Gentlemen: 


Sounds good to me! I'd like to see the “What's Ahead in Product Finishes” brochure. 


Title 
Address. 


Company 


Product—___ 
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and handling, it gives greater-than-usual protection during packing and 
shipping—keeps products “‘new-looking"’ while on display. 

Perfected and used before the war, WAX-O-NAMEL may be used on 
any surface suitable for ordinary enamel . . . applied and dried by any 
conventional production method: 


In the highly competitive market ahead, WAX-O-NAMEL can help 
sell Mrs. Housewife more of your merchandise. Though we cannot supply 
WAX-O-NAMEL now, get complete details of this unique development 
in finishes, fill out and mail the coupon today! 


* Buy more War Bonds—to KEEP! * 


WAX-O-NAMEL 
made by the makers of 
JOHNSON’S WAX 


A name everyone knows! 


$. C. JOHNSON & SON, Inc., Racine, Wisconsin 
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“CONTROL THE AIR” 


Yes, we're talking about a different kind of air control than-thet established by 
iF On - Allied fighters and bombers. For the air today is full of high-frequency impulses, : 
_—? launched by varied types of radio and electronic equipment and performing 

varied functions of communication, detection, ranging and safeguarding. From ; 
n help ee compact mobile radio sets to highly intricate radar equipment, Delco Radio ~ 
supply t products are helping to bring new “air supremacy” to America’s armed ‘ 
pment | forces. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. 1 
a 
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Floor Nozzle 


-Action 
: d Triple Ac ¢ ith high-powere 
Gosh, Saturday morning ane beats and sweeps 
the Jones seventh-gr4 suction, whisking @w4) litter. 
re playing the ic and clinging 


that’s #5) 4 
eighths. Our team 


at batting practice nou yee 
bere | am holding onto a broom 
stead of a bat-- . gosh! 


wearing gt 
Weight makes 
e Light — nad helps 


Extrem 
cleaning 
end cleaning 
j t raises 
moet efficient cleaning © ong 
inten Beach Cleaner Vil be 4 


day cleaning 
to bold down this base, t00? 


easier, quicker, 
-day fatigue- 


Not that I mind giving 
But on Saturday, well 
well, something oughta be 
hurrying this yob along. 

Fact is, a good 


truth. 
isn’t that the done and much 


deal has already been 


ar users . osition at see 
» is on the way oer ilton job and we a score for the 
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More or Fewer Lines? 


This business of selling everything under the 
sun will have to cease at war's end; Says Ken 
Gillespie of Jenkins Music Co., K. C., Mo.; 
Ideas on what future specialty shop will offer. 


JENKINS 
+o: 


MUSIC 


For several generations Jenkins Music House in Kansas City was the last word in things 
tuneful. Today it has seven retail branches, and also does a large wholesale appliance 
business. 


MAN walked into an office supply 

house the other day and stood 
there among the rubber stamps and 
stationery. He ordered a 5-lb. bag of 
pecan nuts, some colorless nail polish 
for his wife, and a gallon of anti- 
freeze. 

“How long do you folks expect to 
sell all kinds of stuff like this?” the 
proprietor was cheerfully asked. 

“Oh, until they ‘fry us down’ as 
they say in Missouri,” the store owner 
cheerfully replied. 

Never before has there been such 
a mixup in lines carried. During the 
merchandising drouth there have been 
electrical dealers selling stove pipe, 
plumbers selling appliances, popcorn 
machines in hardware stores and nearly 
everything handled anywhere that 
promised to turn a penny’s profit. 

This situation is bound to change 
at the war’s end, and the right products 
sold by the right people. The Jenkins 
Music Company of Kansas City, Mo., 
which has seven retail stores of its own 
about the country and which has a 
music publishing business, a whole- 
sale appliance business and which 
travels 20 men is an example of an 
institution that has seen all sorts of 
adversity and is probably as able to 
size up a situation as anyone. 

Just as water flows to a common level 
so does merchandise flow toward retail 
outlets that can handle it most profit- 
ably and conveniently. 

Some things belong and others don’t. 


Will Broaden Lines 


In the postwar era it is believed that 
the appliance division of Jenkins can 
serve a purpose by selling kitchen 
cabinets, case goods, especially when 
runs are bought out of season, tools, 
utility cabinets, floor coverings, hard 


and soft housewares items, small elec- 
tric appliances, kitchen utensils, tools, 
mops, polishes, major appliances. 

It is not felt that a distributor of this 
sort ‘can successfully sell upholstered 
furniture because of so many local 
firm manufacturers who have a com- 
petitive edge in their own bailiwick. 

Although 50 percent of the mops 
and polishes have been sold in drug 
and grocery stores in the past, never- 
theless Jenkins Music Company had a 
pleasant surprise in the success they 
have enjoyed with these lines. 

It was felt that some of the success 
was due to the fact that the dealer is 
becoming aware of the fact that he 
should sell everything that goes in the 

(Please turn to page 64) 


Meet Ken Gillespie, sales manager of the 
Jenkins major appliance division. » 
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CONVENTIONAL WASHERS 
CONVENTIONAL IRONERS 
PORTABLE IRONERS 
AUTOMATIC WASHERS 
AUTOMATIC DRYERS 
AUTOMATIC IRONERS 


can handle Blackstone’s Quality line—“Everything for 

the Home Laundry”—without being burdened with other inferior 
had a “me too” items. Leading the Blackstone parade is, of course, the perfected 
Blackstone Automatic Washer, followed by an improved Automatic 
iccess Dryer and a brand new Automatic Ironer—all in modern, matching 
ler is cabinets. When the three are sold as a unit, they make up the Blackstone 
Combination Laundry ... the first complete home laundry ever offered 
by any manufacturer. 


To make your sales line really complete, Blackstone also offers a full, 
redesigned line of conventional washers and ironers—combining many 
practical, sales-getting features to match even the smallest pocketbooks. 


If you want to sell A COMPLETE LINE—everything for the home laun- 
dry—sell BLACKSTONE ...the line with every item a sales leader, 
with no misfits to swallow your profits. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 
A Division of Jamestown Metal Equipment Co., Inc. 
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@ While the new Blackstone Auto- 
matic Washer incorporates many im- 
provements over the prewar Black- 
stone shown here, it does retain the 
vibration-free action which made it 
famous. Illustration shows a kitchen 
installation. The Blackstone can as 
readily be placed in basement, bath, 
or atility room, 


BUY WAR BONDS 


Today 


SELL BLACKSTONE 
“Tomorrows 
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Healthy | 
HORTON 


@ Hands are the prime movers of Horton war hee Soom 
matériel production. Failure or absence of one 

pair of trained hands will slow down an entire 
production line. To protect those hands—to keep 
them healthy — Horton sterilizes, filters, cools the 
oii necessary for machining operations. This 
“production trifle’ is but one of many that today 
assure volume and quality munition production 
—that tomorrow will assure volume and quality 
of Horton peace-time products—fine washers 
and ironers. 


with Four Stars 
The Army Air Force 
Quality Rating 
with full responsi- 
bility for detailed 
inspection of pro- 
duction 
The National Secu- 
rity Certificate 


For information on Horton’s postwar dealer plans, write to... 


FORT WAYNE, INDIANA 
WAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS 
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More or Fewer Lines? 


CONTINUED ON PAGE 62 commen 


kitchen and laundry which will attract 
housewives. 

There has been a gradual trend in 
Jenkins’ policies to distribute a wider 
line of goods. Once they had five lines, 
today 200. These sales are broken up 
into three categories: 


1. Major appliances 
2. Small appliances and housewares 
3. Furniture and floor coverings 


Attracting Women 


It is felt by Jenkins executives that 
the retail store should make an effort 
to attract women trade. Too often in 
the past the major appliance outlets 
had been only an occasional port of 
call by a family looking for a large 
unit of sale. By spreading out of a 
line of associated items used by women 
in kitchens and laundries, more and 
more housewives can be induced to 
call at the store. 

“Today, when more dealers than 
ever before are footloose in selecting 
the lines they carry,” said a Jenkins 
executive, “it may be well to consider 
what it takes to succeed with different 
types of merchandise.” 

For example, the average dealer 
should not go into the piano business 
(although Jenkins is a large factor in 
this field) because it is too specialized 
for him. Pianos take a lot of floor 
space, a large money investment, and 
call for angles in selling that the aver- 
age dealer doesn’t possess. 

To sell radio records one needs a 
complete stock. On the other hand, 
you don’t have to be downtown to sell 
them. However, experienced person- 
nel is a necessity. 

With band instruments, often tempt- 
ing to the dealer, the Jenkins opinion 
is not so optimistic. In the first place, 
band instruments are largely special- 
ized and can’t fit into any territory and 
any type of selling. 


Likes Repeat Items 


“The weakness of the appliance busi- 
ness, in my opinion,” said a Jenkins 
executive, “is due to the long life of 
the appliance. You can saturate a town 
and then you have to wait for them to 
wear out. The more successful a dealer 
is the more quickly he works himself 
out of business unless something new 
comes along that obsoletes all the old 
stuff.” In the Jenkins opinion an elec- 
trical dealer must carry stuff today 
that repeats and is used up. Floor 
polishes have been one line of this 
type that has proved highly successful 
with the electrical dealer trade. 

Despite the gathering number of 
chain stores on Main Street, Ken 
Gillespie, who heads up the wholesale 
appliance division of Jenkins, does not 
think that the chain store will supplant 
the independents. In the first place 
only a certain part of the population 
buys on price alone. Deep in the 
bosom of every householder, Mr. Gil- 
lespie says, is the pride of ownership 
and a desire to avoid anything that is 
cheap. and net up to his standards. 
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TESTED and APPROVED. Entirely new in design, 
FILTER QUEEN is not a postwar dream on paper. Thousands 
sold in 1941 have given housewives over 3 YEARS of 
trouble-free service. 


FILTER QUEEN Exclusive Features 


No dirty, germ-laden bag to empty. New, positive moth control system. 
Sealed, sanitary dust collector need Patented, air-sealed, Lock-Tite con- 


be emptied only once a month. nections. 
Non-clog cone filter . . . for sus- Soundproofed, oversized Black & 
tained, powerful suction. Decker motor for quiet running. 


Handy Carrying Case. Another -FILTER QUEEN Plus 
feature...c space-saving case with individual compartments 


for each FILTER QUEEN attachment. Standard equipment. 


YOU can cash in now on the greatest vacuum, 


cleaner market the world has ever known ; 
by taking preferred delivery orders today under 
FILTER QUEEN’s Advance Sale Plan. 

And you'll be surprised at how easy it is to 
pile up sales . . . at the terrific reception 
women give this remarkable, new cleaner. 

The reason? FILTER QUEEN has 

everything your customer wants in her vacuum 
cleaner of tomorrow ... no dirty bag to 
empty, easy dirt disposal, no heavy weight to 
push around, efficient cleaning, a new 
quietness in operation, PLUS a full set 

of attachments for every home cleaning job. 

Get your fuil share of today’s vacuum 
cleaner profits . . . get set for competitive 
selling tomorrow ... line up now with 
FILTER QUEEN. A postcard will bring full 
information concerning FILTER QUEEN, 
the FILTER QUEEN Franchise and the Advance 
Sale Plan. No obligation. 


HEALTH-MOR, Inc. 


203 N. WABASH AVENUE, CHICAGO I], ILLINOIS 
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PLAN TO HANDLE THE QUALITY LINE 


Grand as RANGES 


Albany, New York, Henzel-Powers Company 

Altoona, Pennsylvania, Electric Appliance Distributors 
Amarillo, Texas, Morrow-Thomas Hardware Company 
Atlanta, Georgia, The Yancey Company, Inc. 
Baltimore, Maryland, Jos. M. Zamoiski Company 
Bangor, Maine, Maine Industries Company 

Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Company, Inc. 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Obio, Griffith Distributing Corp. 

Cleveland, Obio, Cleveland Distributing Company 
Columbus, Obio, American Sales Company 

Dallas, Texas, Radio City Distributing Company 
Dayton, Ohio, American Sales Company 

Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, lowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W.G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, The Switz Company* 

Everett, Washington, Washington Stove Works 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Hartford, Connecticut, Roskin Distributors, Inc. 
Houston, Texas, Straus-Bodenheimer Company 
Indianapolis, Indiana, Griffith Distributing Corp. 
Kansas City, Missouri, Federal Distributing Company 
Knoxville, Tennessee, C. M. McClung & Company, Inc. 
Little Rock, Arkansas, Holcomb Guna, Inc. 

Los Angeles, California, Gough Industries, Inc. 
Louisville, Kentucky, Kentworth Corporation 

Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 

New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Appliance Company, Inc. 
Norfolk, Virginia, Bowers Wholesale Corporation 
Oklahoma City, Oklahoma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns 

Phoenix, Arizona, W.G. Walz Company 

Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Oregon, Washington Stove Works 
Providence, R. L., 1. Feldman Company 

Rochester, New York, Beaucaire, Inc. 

Sacramento, California, Dallman Supply Company 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipment Company 


San Prancisco, Cal., Dalco Appliance— Div. of Dallman Supply Co. 
Shreveport, 


, Louisiana, Interstate Electric Company 
Spokane, Washington, Washington Stove Works 
St. Louis, Missouri, The Artophone Corporation 
St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Company, Inc. 
Toledo, Ohio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 
Wichita, Kansas, Federal Distributing Company 
Wilkes-Barre, Pennsylvania, R. B. Wall Company 
Williamson, West Virginia, Persinger Supply Company 


WHEN Pract comes, witt 8t 
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What the “Newly Electrified” 


Farmer Thinks About 


CONTINUED FROM PAGE 30 


Ivan Pritchard, Route #1, Newton, lowa, demonstrates a pig brooder on one of 
the Maytag farms. The boards are to keep the sow from climbing over the lamp. 


i,00d. If he were in Medina, Ohio, he 
might encourage the tenants to keep 
bees and produce honey. As it is, he 
is opposed to orchards for that part 
of Iowa as he feels that the states of 
Washington and Oregon produce fruit 
more efficiently and cheaply. 


Absentee Ownership 


Mr. Wormley thinks that owned 
farms produce as well as managed 
farms. He deplores the fact—although 
it has made a good thing for him— 
that absentee ownership of farms is on 
the increase. There is no chance to- 
day for a young man to get a farm 
unless his folks have one. The modern 
farm will take around $5,000 for equip- 
ment, Mr. Wormley said, and no farm- 
hand has a chance to save up that 
amount of money. He feels that a 160- 
acre farm will make a living for one 
family, without help. 

At the close of the war he thinks 
that about a third of the farm hands 
are going to find their jobs usurped by 
electrical appliances and the rural 
regions will lose a lot of their voting 
population. 

Farmers, he said, tend to go to town 
too much. Their cars permit them 
to whiz in and out in a very few 
minutes and they take advantage of it. 
Life on the farm is not the drudgery 
it used to be, especially when the farm 
is mechanized. There is a chance that 
the country may see a growth in what 
may be called the sidewalk farmer, the 
man who lives in town and drives out 
to his farm daily to work it. It has been 
demonstrated that livestock can be 
handled at a distance all right. This 
trend would come faster if it were not 
for the fact that the pattern of having 
farm buildings on the ground has be- 
come fixed. 

Mr. Wormley believes in calling on 
farmers when you have electrical appli- 
ances to sell to them. He advocates 
more educational work and points out 
that the farmer is about where his 


city brother was 20 or 25 years ago in 
understanding of electrical appliances. 
He has got to be told what the device 
will do for him economically, how it 
will save money, how it works and 
how it is repaired. 

While there are fewer rented farms 
wired for electricity than owned farms, 
nevertheless Mr. Wormley feels that 
the day is coming when all farms will 
have electric service. The better grade 
of tenants demand electrified places, 
and owners will supply service as a 
means of getting the best grade of 
tenants on their places. 


On this Maytag farm of 380 acres Ivan 
Pritchard keeps a dairy herd of 50 cows, he 
is milking 26. Without two blowers going 
all the time, the barn would be dripping 
wet. Few city people realize how much 
water a dairy barn takes and what a moist 
place it is. Warmth of the cows, plus 
blowers keep it dry. 
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Selling 


8 OUT OF 10 WOMEN ASSOCIATE 


COOLERATOR 


with Fine Refrigeration 


IN SURVEY AFTER SURVEY, no other independent refrigerator manu- 
facturer even approaches this registration. This fact plus the 
powerful advertising campaign now being run on The New 
Coolerator have created many ready-to-buy customers for dealers 
everywhere! IF YOU HAVEN’T RECEIVED YOUR COPY 
OF THE 40-PAGE COOLERATOR PROTECTED PROFIT 
PROGRAM, SEE YOUR DISTRIBUTOR .. . he’s listed below. 


se EASTERN SEABOARD 
K Survey by a woman's ma ne— 
October 1944 
Question: "With what kind 
f 
| product do as h 
following 
liances. 
device 
Correct Correct 
how it = 
‘ks and 


OOLERATOR 16.7% 


1 farms , Company waking 
Refrigerator "a" 


1 farms, and other appliances 33.4 

‘Is that Company maki 

ms will Refrigerator *c~ 

T grade other appliances 126.6% 29.4 

laces Company mak 

P Refri Brator 

eas a other appliances 22.4 

rade of ‘0 
Company making 
Refrigerator "F" and 

d other appliances 110 73¢ her 


“Totals More than 100% Because of 
tiplicity of Products Mentioned 


: Akron, O., The Cleveland Radiolectric Co. Des Moines, lowa, G. W. Onthank Company Philadelphia, Pa., Elliott-Lewis Electrical Company ~ 

° Albuquerque, N. Mex., Alford’s El Paso, Texas, Albert Mathias Company Phoenix, Ariz., Albert Mathias Co. e 

* Allentown, Pa., Bell-Clark & Company Elmira, N. Y., Southern Tier Elec. Supply Co. Pittsburgh, Pa., J. A. Williams Company rs 

4 Atlanta, Ga., The Yancey Company, Inc. Fargo, N. D., Fargo Glass and Paint Co. Portiand, Ore., Bargelt Supply : 

e Baltimore, Md., David Kaufmann’'s Sons Grand Rapids, Mich., State Distributing Company Providence, R. L., Providence Electric Company e 

© Bangor, Me., Coffin & Wimple Houston, Texas, Straus-Frank Company Richmond, Va., Wyatt-Cornick, Inc. * 

e Binghamton, N. Y., Southern Tier Elect. Supply Co., Inc. Huntington, W. Va., Van Zandt Supply Company Rochester, N. Y., Bickford Brothers Co. e 

° Birmingham, Ala., R. P. McDavid Co., Inc. Indianapolis, Ind., Appliance Distributors, Inc. St. Lovis, Mo., Stanley Distributing Company > 

* Boston, Mass., Bigelow & Dowse Company Jacksonville, Fla., Consolidated Automotive Co. Salt Lake City, Utah, Refrigeration Serv. & Eng. Co. e 

° Buffalo, N. Y., H. D. Taylor Company Kansas City, Mo., Enterprise Wholesale Furn. & Stove Co, San Antonio, Texas, General Hotel Supply Company + 

. Burlington, Vt., J. S. George Supply Co. Knoxville, Tenn., C. M. McClung & Co. San Francisco, Cal., McCormack & Company ’ 

e Canton, O., The Cleveland Radiolectric Co. Little Rock, Ark., Holcomb Gunn Co, Schenectady, N. Y., Le Valley, Mcleod, Kinkaid, Inc. e 

e Charlotte, N. C., Southern Radio Corporation Los Angeles, Calif., Sues-Young Co. Seattle, Wash., Seattle Radio Supply, Inc. * 

¢ Chattanooga, Tenn., Radio & Appliance Distributors, Inc, Louisville, Ky., Ewald Distributing Company Sioux Falls, S. D., G. W. Onthank Co, : 

e Chicago, Ill., Commonwealth Utilities Company Memphis, Tenn., Mississippi Valley Furniture Co. Spokane, Wash., Prudential Distributors, Inc. e 

7 Cincinnati, O., Ohio Appliances, Inc. Milwaukee, Wisc., Taylor Electric Company Springfield, Mass., The Burden-Bryant Co., Inc, . 

ies Iver , Cleveland, O., Cleveland Radiolectric, Inc. Nashville, Tenn., Keith Simmons Company, Inc. Syracuse, N. Y., Paul Jeffrey Company = 

seus he e Columbus, O., Ohio Appliances, Inc. New Haven, Conn., American Distributors, Inc. Toledo, O., Walding, Kinnan & Marvin Co. e 

ss Dallas, Texas, The Schoellkopf Appliance Co., Ltd. New Orleans, La., Modern Appliance & Supply Co., Inc, Utica, N. Y., Horrocks-Ibbotson Company * 

to, ° Davenport, la., G. W. Onthank Co. New York, N. Y., D. W. May Corporation Vincennes, Ind., Ebner Ice & Cold Storage Company . 

dripping : Dayton, O., Ohio Appliances, Inc. Export—J. H. Latham, 70 Pine St. Washington, D. C., May Hardware Company 4 

, much . Denver, Colo., David C. Dodge Company Oklahoma City, Okla., Jenkins Wholesale Division Willmar, Minn.,"Minnesota Electrical Supply Co. e 

e yr - Detroit, Mich., Republic Supply Corporation Omaha, Neb., G. W. Onthank Co. Youngstown, O., The Cleveland Radiolectric Co. * ° 
vs, plus 
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@)... hundred and thirty content and bewilderment we must plan 
million Americans thrilled carefully, wisely, promptly. 
to the recent great news. - ian 
The responsibility falls upon all of us . . 
The Hun is finished. The evil powers of Ger- employers and employes . . in industry, 
man militarism and Nazism have gone down agriculture or professional life... to map out 
for the count. May they never rise again. au program of action. 
So shall it be with the Japs. That war goes on Plan the ways in which you can further the 
... the end not yet in sight. But we have seen cause of full and useful employment. 
the dawn of peace and with redoubled effort we - F 
Plan so that you will have the means to earry 
at home can help it rise in glory. : 
out the program when the green light flashes on. 
Meanwhile, we have another task to do. . 7 
Phe first, and best- way is to buy more bonds, 
starting right now. Final victory in the field 
i ‘ and to hold on to all you buy. 
must not find. us unprepared for economic 
victory at home. Together, steadfast in purpose, we can work 
No magic words will switch us overnight into 
the ordered channels of peace-time prosperity. | 
To obtain it . . . to escape war's possible after- 
math of silent factories, idle machines, div- NOW .... out ron seventa 
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YOULL SEE AND LOVE AMERICA MORE - 


WITH DUMONT TELEVISION 


And your customers will echo her enthusiasm _ reception, of precision craftsmanship and of tech- 
when viewing the screens of DuMont Telesets. nical dependability...It is a promise of perform- 
For the DuMont product represents technical ance above and beyond comparison. 

integrity of the highest order. It is a definite You will gain both profit and pride from selling 


. assurance of sharp, clear pictures, of rich tonal DuMont Telesets. DuMont Television is Terrific. 


Copyright 1945, Allen B. DuMont Laboratories, Inc. 


ALLEN B. DuMONT LABORATORIES, INC., GENERAL OFFICES AND PLANT, 2 MAIN AVENUE, PASSAIC, N. J. 
TELEVISION STUDIOS AND STATION WABD, $15 MADISON AVENUE, NEW YORK 22, NEW YORK | 
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MAKING BOMBER ENGINES 
Come 


To heip keep huge bomber engines clean and 
free of dust and dirt, portable compressed 
air units are used — powered \by these 


dependable air-cooled gasoline\ engines. 


One more vital war job for perlormance- 
proved Briggs & Stratton 
air-cooled gasoline 


engines. 


SS — 


4, 


Their trouble-free performance, easy starting and economy have 
made Briggs & Stratton engines leaders in the field—“preferred 
power” everywhere. Only in Briggs & Stratton AIR-COOLED 
POWER can you get the superior performance made possible 
by the “know-how” gained through 25 years of 
continuous production, and consistent leadership 
in design, engineering, and precision manufacture. 
BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wisconsin, U. S. A. 
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Who Will Get 
The First Appliances? 


CONTINUED FROM PAGE 24 


her. So far we've sold around 32 “A new iron now only goes into the 
irons on that basis, as I recall offhand. home of a man employed in a war 
“There’s also a large Signal Corps plant. In fact, he has to come in him. 
training camp near here. A soldier’s self, show us his badge, and tell us 
wife often accompanies him, especially his wife or mother, as the case may be, 
when he knows he'll be here several really needs that new iron. Currently 
months and then push off overseas. our four outlets each are only getting 
Perhaps this young wife also has a_ three to five irons per month. 
baby. She may be a new customer to us “No, I don’t believe I’ll alter our 
but she certainly needs a new iron more present iron sales program until new 
than some old customer whose iron still ones come through fast enough so that 
renders fair service if carefully nursed. I can be positive this deserving con- 
Then, there’s also the mother of three sumer has been well cared for and 
school children—and suddenly her iron _ there still remain sufficient excess irons 
goes all to pieces; it can’t be repaired for sale to the general public, indis-. 
_ at all. These are the sort of needy  criminately.” 
cases, and there are lots more like 
them, that I like to see get the first 
break on new irons. I make it my 
business to see that the irons we re- 
ceive get into the hands of these WORKS PRIORITY LIST 
people. 
“As for using those irons promotion- At Dover, N. J., Philip Farnsworth 
Jr., operating under the name of 
ally to build business on other lines in i * 
: Farnsworth’s, signed up as a Firestone 
the store and to curry favor with old 
», dealer not long ago. So far, from all 
customers who are good buyers, I can’t : : 
sources combined, he has received 
swallow that stuff for a moment. It ; . 
, about 40 irons which he has doled out 
would be far too selfish, taking advant- : : 
, arene as they arrived. Although at first he 
age of a tight situation. Any promo- ‘ 
refused to take advance reservations, 
tion strictly designed to ferret out the : ; 
: : now he is accepting up to 30 consumer 
neediest cases most deserving of new 
; : names on the iron priority list provided 
irons, however, certainly would have weed 5 
my heartiest support if there were no aer-etin y 
strings attached which led to forced 
sales building volume on other mer- 
| chandise.” 


UNDER-THE-COUNTER 
| FIRST COME—FIRST SERVED IRON SELLING WORKS 


The manager of the appliance de- 


| partment in a very large department When the first couple of cartons of 
store at Newark, N. J., answered our ¢lectric irons reached the store, accord- 
key question as follows: ing to Sam Boyd, sales manager of 


“Our policy is to sell ’em as they Collins” Electric Co. in Springfield, 
come in—and no strings attached. The Mass., it was felt that there were not 
customer doesn’t have to know a guy 70ugh to make any splash about. They 
named Gus who may have one hidden Were tucked discreetly under the 
under the counter. When we have’em, Counter, therefore, and the store sent 
the customers get ’em—and openly, off letters to a few of its customers advis- 
the counter. ing them that a few irons were avail- 

“Of course, if we received a gross at ble. These were snapped up like hot- 
one crack I wouldn’t slap them all out ‘kes by the grateful housewives. 
on the counter at once. It would be Later, a larger consignment of irons 
some today, some tomorrow and some and some electric alarm clocks were 
the next day. But I flatly refuse to Teceived. The second shipment was 
hoard small shipments for an adver- ig enough, it was felt, to warrant 
tised sale, clean them all out in a Putting some of them on display in 
quarter hour, and then sit back smugly the store—but without any promotion 
figuring all these people who rushed in °F advertising. Strangely enough, 
here in answer to the ad will wander Mr. Boyd said, they were passed al- 
around the depariment spending money ™0st unnoticed. Customers who had 
on other items. Nor do we attempt not been informed that the appliances 
to operate from a priority list. Instead Werte available were out of the habit 
we try to treat everyone the same way of shopping around to see if any were 
| —no favoritism; an equal break for all © sale. Other customers, who had 
customers.” come into the store for some other pur- 

: pose seemed to have a “blind spot” for 

the prominent display of the scarce 

IRONS FOR WAR PLANT commodities. Very few actually were 
WORKERS ONLY IS RULE 

“That was an eye-opener to us,” Mr. 

Jack Rosenberg is manager of the Boyd said. “From then on we took the 
appliance division of Jersey Tire Co., irons and clocks off the counters and 
| Inc., with headquarters at Perth Am- put them underneath. A phone call or 
| boy, N. J., and other outlets in New a letter to a customer would bring them 

Brunswick, Plainfield and Asbury on the run and, as with the original 
| Park. Regarding this firm’s sales shipment, we were soon cleaned out. 
| policy on new electric irons, Rosenberg Psychologically, of course, people like 

says: (Continued on page 72) 
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you Lose 
jf 
the Basket 

Upsets? 


CHOOSE 


Your position is strongest when you select competi- 
tively the leading value in each major appliance. 
Your “eggs” are distributed. You can break one 
without disturbing the rest. 


Why risk all your “eggs”—all your effort and invest- 
ment—with a complete line? You can be put out of 
the appliance business at the whim of the manufac- 
turer or his representative. Never forget that—it’s 
important! And, the slow-moving weak sisters that 
round out the line dissipate your sales and profits. 


Don’t be fooled. There are weak sisters in every line. 
No manufacturer, regardless of resources or ability, 
has yet made the leader in every department of a 
complete appliance line. 


That’s why many progressive dealers choose the 
Duchess. You get the advantages of specialized mass 
production of quality washing machines in Duchess 
Washers because APPLIANCE makes nothing but 
washers. In peacetime, its modern streamlined fac- 
tory can deliver a crated Duchess Washer every two 
minutes—day and night. This specialization means 
manufacturing economies — better values — greater 
profits for you. 


Write—today—for full details of the Duchess Plan 
in your territory and the attractive advantages 
Duchess specialization offers you. 


We pledge that Duchess Washers 
will maintain bigh* 
quality-standards at 
competitive, and profit- 
able, prices. 


WASHERS 


Planned fhe Profit, 


APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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Who Will Get 


The First Appliances? 


to be let in on something that is hard 
to get. They appreciate being pre- 
ferred over someone else. When the 
irons were massed in display, for in- 
stance, all the old sales resistance of 
pre-war days was in evidence. Those 
who spotted the irons would pick them 
up, ask if they were war models, object 
occasionally to the price and, in many 
cases, even kick about some feature 
they felt was lacking. 

Collins Electric haven’t gone in for 
the usual type of “priority” customer 
listing. It’s too simple, Sam Boyd 
says, for people to sign up at a flock 
of stores. They were, however, ready- 
ing an ad for the local papers of their 
own version of priority preference for 
new appliances coming on the market. 
The main feature of this plan is that it 
calls for a down payment now of $10 
on major appliances and $3 on small 
appliances. It is felt that this will 
weed out the great mass of “priority 
shoppers” and bring in only those 
people who have a genuine need for 
the appliance in question. 

“It’s just a shot in the dark,” Boyd 
says. “We don’t know whether it will 
work yet or not, but judging from our 
experience with the irons there are a 
lot of customers who really want new 
appliances. And if they are willing to 
plank down a few dollars right now, 
they will get the breaks when they 
start coming in.” 


IRONS AS PREMIUMS 


One other Springfield establishment, 
however, has no such hesitation about 
publicizing the arrival of new electric 
irons. Metropolitan Furniture Co. ad- 
vertised a new electric iron with every 
suite of furniture bought, using the 
irons as straight premiums. No in- 
formation was available as to the re- 
sults of this policy in stimulating furni- 
ture sales. 


“NO, | HAVEN'T ANY ETCHINGS, BUT WOULD 
YOU BE INTERESTED IN SEEING A BRAND-NEW 
ELECTRIC IRON?" 


JUNE, 


CONTINUED FROM PAGE 70 


1945—ELECTRICAL 


KNOWS HIS CUSTOMERS 
BEFORE SELLING IRONS 


Over at Carlyle Hardware Co, 
which runs ten retail stores in Spring. 
field, and was one of the topnotch ap. 
pliance outlets in the city prewar from 
a standpoint of volume there has been 
no attempt to put on any special pro. 
motion on new appliances. Nor does 
the store believe in priority lists, ac. 
cording to George W. Clark, who 
heads up the appliance operation. 


Sees ///-Will Bred 


“T think customer priority lists will 
breed more ill-will for a store than 
anything else,” Mr. Clark said. “We 
know very well that people are going 
up one side of the street and down the 
other and signing up to buy new appli- 
ances when they are again in stock. 
The only type of priority that interests 
us is when a regular customer of the 
store asks us specifically to put him 
down for some particular appliance— 
and we know most of our customers. 
Some customers are in the store as 
much as three times a week and have 
been coming back for years. That is 
the kind of customer who will get 
priorities on new appliances. Special 
promotions on new irons or other ap- 
pliances, however, are out. If we were 
only in the appliance business and the 
promotion might serve some publicity 
purpose it would be different, perhaps. 
But Carlyle’s is more in the nature of 
a department store and such promo- 
tions wouldn’t be in keeping with the 
nature of our business.” 


UTILITY LEAVES IRONS 
FOR DEALER SELLING 


An electric power utility executive, 
the manager of a sizable district, re- 
ports: 

“So far we have seen no new irons 
at all in this office. I understand, from 
what I’ve heard round-a-bout, that 
some wholesale houses give indepen- 
dent retailers the preference on new 
merchandise as it first becomes avail- 
able for distribution. That is the way 
I personally think it should be, too. 
The dealers in our territory have ren- 
dered a distinct public service during 
this war. They need every piece of 
new merchandise they can lay their 
hands on at this time. Anyway, we 
already have something basic to sell 
and don’t depend upon appliance mer- 
chandising through our own offices for 
our revenue.” 

And from a top executive in another 
very large utility: 

“We have not picked up releases of 
any new electric irons allocated to us 
because we feel that appliance dealers 
deserve first crack at these small quan- 
tities of new merchandise so far ship- 
ped out by the manufacturers.” 
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TUNE IN Every Sunday—Admiral "World 
News Today,"’ CBS, 2:30 P.M. EWT. 


Admiral 
Electric Range 


ELECTRICAL 


Admiral Dual-Temp 
Refrigerator 
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Admiral 
Home Freezer 


QUICK CHANGE ARTIST—that’s what you'll call the postwar Admiral 
automatic record changer with its five-second record changing time. 
And what a selling feature it’s going to be for you. No surface noises. 
Fool-proof, trouble-free operation. Only 3 moving parts. Beautiful cab- 
inet designs and new high fidelity performance will make America’s 
smart buy an Admiral Radio — America’s Smart Set. There’s a bright. 
future ahead for those alert dealers who Get Aboard With Admiral. 


ONdmiral. rporation. «7, 


World's Largest Manufacturer of Radio-Phonographs with Automatic Record Changers. 
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ANSWERS TO 
IONS ABOUT 


CLIFTON, N. J, 


CHICAGO 


- MAGUIRE RADIO AND ELECTRONICS MANUFACTURING PLANTS 
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ELECTRICAL 


Uncle Sam repeatedly entrusts many of the most important wartime manufac- 
turing assignments to Maguire. The Army and Navy “E” Award with two stars 
is eloquent testimony to the manner in which Maguire completes these tasks. 
Maguire electronics business continues to increase each year. 


Maguire Industries has grown from one small factory to the imposing group of 
manufacturing plants pictured on the opposite page. These buildings house 
batteries of the most modern machines; new time saving, electronically-controlled 
production lines, plus especially designed laboratory and testing equipments. 


A radio line of top quality is assured because Maguire spared nothing in order 
to procure the finest in research, design. engineering and manufacturing staffs; 
because Maguire’s manufacturing theory demands the use of the best component 
parts plus constant and rigid inspection . . . before, during and after manufacture. 


The Maguire franchise assures a profitable operation for dealers and distribu- 
tors. Maguire knows this can be accomplished only by producing a line of radios 
which will have immediate consumer acceptance because they are properly 
designed for eye-appeal and priced to fit all pocketbooks. 


For the best in post-war radio, backed by aggressive advertising, planned 
promotion, dealer displays, masterful merchandising . . . look to Maguire! 
For complete details about the Maguire Franchise write Maguire Industries, Inc., 
Sales Department, Greenwich, Connecticut. 


ANEW NOTE 1M) HOME RADIO 


PLANTS: BRIDGEPORT *» STAMFORD * GREENWICH * CHICAGO « CLIFTON * BROOKLYN =#.) 
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RADIO 


LOOK AT WHAT’S BACK OF THE MAGUIRE FRANCHISE! | 


PERSONAL RADIO. 


COMBINATIONS 
RADIO 


COMBINATIONS 


i 


“AC-DC 
PORTABLES. 


Ape 


TELEVISION 


AUTOMATIC: 
RECORD 
CHANGERS 
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This full-page advertisement from The Saturday Evening Post of 
March 16, 1918, is one of the earliest examples of Armco’s interest in porce- 
lain enameled products. Many others followed—all designed to make house- 
wives aware of the beauty and durability of porcelain enameled refrigerators, 
ranges, washing machines, and other household appliances. 


In 1914 Armco became the first steel producer to advertise the advan- 
tages of the “lifetime finish” in popular magazines. This educational adver- 
tising has continued ever since. Along with product development and 
improvement, it has helped dealers sell millions of porcelain enameled house- 
hold appliances. 


After the war many leading manufacturers will again use ARMCO 
Enameling Iron as the metal base for their porcelain enameled products. This 
means that they not only can give you the added advertising and sales 
power of the famous Armco name, but also give your customers-assurance of 
highest quality and lasting satisfaction. The American Rolling Mill Company, 
1251 Curtis Street, Middletown, Ohio. 
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: 18 Million Women 
Workers, Census Says 


OMEN in the labor force in 

1950 will number about 17,500,- 
000 to 18,000,000 as compared to a 
17,800,000 average in 1944, according 
to a postwar projection announced by 
the Bureau of the Census, Department 
of Commerce. 

The extent to which the 18,000,000 
figure will be approached depends upon 
the extent to which women who took 
jobs because of the war remain em- 
ployed in 1950, census officials say. 

Had it not been for the war, the 
number of women working or looking 
for work would have increased about 
1,500,000 during the four-year period 
from 1940 to 1944, as contrasted with 
the actual increase of 4,500,000. It is 
thus apparent that in 1944 about 3,000,- 
000 women had become workers be- 
cause of war conditions. 


Some Girls Left School 


Of these 3,000,000 war-induced labor 
force entrants, 1,500,000 were girls 
and young women from 14 to 24 years 
of age. Normally about half of these, 
or 700,000 would be in schdol. Past 
experience indicates that most persons 
who withdraw from school early to 
accept employment never return to 
school, the bureau said. The remain- 
ing 800,000, of this age group are 
mostly servicemen’s wives. 

Withdrawals are likely to be partic- 
ularly heavy among the wives of the 
returning service men. The’ bureau 
noted that many servicemen will not 
return and many of those who return 
will not be able to work. In some 
homes, women will have to continue 
to work as a replacement for those 
men who would have been ‘the chief 
wage earners. ‘ 


* 


JOSEPH GERL SPEAKS—At a recent 
Welker-Jimieson Sonora radio dealer 
conference, Joseph Gerl, president of 
Sonora Radio & Television Corp., stressed 
the factors which go into successful radio 
production and discussed the technologi- 
cal and merchandising aspects of the 
radio business . . . 600 dealers from 
13 Illinois counties and Lake County, 
Indiana. Right: Ralph Walker, president 
of Walker-Jimieson, Inc. 
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RADIO 


DEALERS 
WANTED NOW! 


Sell Internationally-Famous Radio Line on a Direct Factory-to-Dealer 
Basis. Big Volume and Profit Opportunity. Exclusive Franchise. 


Do you want the exclusive franchise in your com- 
munity for an internationally-famous radio line? 


Do you want to receive shipments of fine radios 
and radio-phonographs direct from the factory? 


Do you want to be in a position to meet national 
chain store competition—at a profit? 


Do you want to avoid a lot of the headaches 
connected with radio retailing? 


THEN READ THIS— 
In 1938—Sparton realized there was something wrong 
with the radio retailing business. 

Field. surveys showed glaring faults. 


Too many handling charges — too many jobber- 
distributor splits — too many price-cutting deals! 


But — it all added up to this: The cost of distribu- 
tion was too high. 


Unfair to the dealer! Unfair to the consumer! So— 
Sparton decided to do something about it. 


And that’s how the S.C.M.P (Sparton Cooperative 
Merchandising Plan) was created. 


Has the plan been successful? 


Look at the record! 

Hundreds of America’s leading department stores, 
radio and appliance dealers have endorsed and 
adopted the S.C.M.P. 


Keep your eyes and ears on Sparton 


will offer a complete new 
onographs — some with 

for the bright new 
nd finer Spartons will 
time developments in 


SOON WE HOPE Sparton 
line of radios and radio-ph 
FM! — designed and styled 
world to come. These new a 
take full advantage of war 
radar, radio and electronics. 


Here’s what the S.C.M.P. can do for you 


] If you qualify as a Sparton Radio dealer, you will 
be given an exclusive franchise for your com- 
munity. 


2 All radio shipments will be made to you direct 
from the factory, at dealer-delivered prices. 


3 You will be sure of a dependable source of supply. 


4 You will be able to offer customers a full line of 
fine radios—consoles, table models and combina- 
tions—some with FM (Frequency Modulation)— 
at lower-than-usual prices. 


5 You will be relieved of the necessity of offering 
special discounts to make sales. 


6 And last—but not least—your selling effort will 
be backed up with seasonal promotional helps and 
a powerful campaign of national advertising. 


Think of what a relief it would be, if you wiped 
away the headaches! 


Think what it would mean to you in sales and 
profits, if you were able to offer top-quality 
nationally-accepted radios in direct competition 
with the biggest retail outlets! 


Are you interested in the S.C.M.P.? 
Then—here’s what to do about it! 


Additional dealer appointments are now being made. 
But — only a few territories are open. 
So — act fast! 
Wire or ’phone collect! Ask if the Sparton franchise 
is still available your community. 
Address: Ed. Bonia, Sales Manager, 
Radio and Appliance Division 


The Sparks-Withington Co., Jackson, Mich. 


Sparton 


= RADIO'S RICHEST VOICE SINCE 1926 
“aa, 
‘ 
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What an eye-catcher! 


We're going to sell KitchenAids after 
the war as we never did before—and 


this full-page, 4-color ad in the Ameri- 
can Home magazine (July issue) is just 
a sample of the national backing that 
KitchenAid dealers will get! You 
know that KitchenAid has al- 
ways been a standout in the 
appliance field—a full line of 
mixers with attachments for 
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every job, plus the fast-moving elec- 
tric coffee mills—unqualified tops in 
engineering and performance. So make 
your plans now—call your distributor 
today, or write the factory! 


KitchenAid Division, Trey, Ohie 


Dealer Clinic 


Conti 


the use of consumer promotions which 
ones would you like the manufacturer 
to make available? (lroning boards, 
toaster sets deals, etc.) 

. Which types of advertising and sales 
promotion materials produce the best 
results? 

9. Can house-to-house canvassing be made 

to pay in selling small appliances? 

10. Should small appliances be sold on credit 
terms? 

11. What is your accounting practice for 
the small appliance department? How 
does it share in general overhead, rent, 
insurance, etc.? Is it charged for space 
occupied? On what basis? How do 
you know that your small appliance 
business is profitable or unprofitable? 


The character and variety of the 
merchants represented is worth record- 
ing: Charles Barwis, Barwis Furni- 
ture Co., Philadelphia; Phillip Caplan, 
Caplan’s, Harrisburg; Julius Carmo- 
sin, Gimbel Bros., Philadelphia; A. C. 
Darmstetter, Darmstetter’s, Lancaster ; 
Mort Farr, Mort Farr, Upper Darby; 
Samuel Goldberg, Tioga Electric & 
Furn. Co., Philadelphia; Harry Kauff- 
man, William J. Kauffman Co., West 
Chester; Louis Lefkoe, Lefkoe-Morton 
Co., Philadelphia; Harry Levin, Le- 
vin’s, Philadelphia; R. B. Levitz, Le- 
vitz Furniture Co., Lebanon; Sol J. 
Phillips, Phillips Music Store, Bethle- 
hem; George Reese, Gewehr Piano 
Co., Wilmington. 

These men have electric specialty 
operations, furniture, music, jewelry, 
department store, and the type of spec- 
ialty store that sells a variety of de- 
mand merchandise in addition to elec- 
trical appliances. 


Dealers Lead Meeting 


The plan of the meeting was differ- 
ent from other gatherings of this 
nature called by manufacturers in that 
the program and discussions were led 
not by the manufacturer and its repre- 
sentatives, but by the dealers called 
together. Each of the above subjects 
had been assigned to one of the dealers 
represented for a formal presentation. 
After the paper read on his assigned 
subject, the discussion was thrown 
open and a remarkably free and full 
forum followed. 


d From Page 47 


For Proctor Electric, Bob Oliver, 
vice-president and sales manager pre- 
sided, and Sam Vining stimulated the 
free discussion. From the wide vari- 
ety of topics treated, and the variety 
of viewpoints expressed, a few stand 
out as highly significant for the in- 
dustry. One was the importance which 
these men dealing primarily in major 
appliances attached to the traffic appli- 
ances. 

Furniture, jewelry and music men 
represented who are not generally 
regarded as major outlets for traffic 
appliances, stressed their importance 
as openers of accounts. These impor- 
tant classes of trade regard the opening 
of new accounts, no matter how small, 
as fundamentally important to their 
business. Once on their books the 
customer who buys an electric iron or 
toaster, is a prospect to be developed 
into a purchaser of a washer, refriger- 
ator, piano, diamond ring, radio- 
phonograph combination or a suite of 
furniture. The sale of traffic appli- 
ances at the $10 level or over is freely 
made on credit, with the customer pay- 
ing a small weekly or monthly amount 
through visits to the store. Thus, the 
so-called traffic device is truly a creator 
of store traffic with its accompanying 
exposure to the customer of larger 
units of sale. 


Point-of-Sale Advertising 


There was something very important 
for the specialty appliance merchant 
to learn in an interesting discussion on 
advertising at the point of sale and 
local advertising. The general opinion 
was that local newspaper advertising 
is most effective. Large display pieces 
for store and window were not favor- 
ably regarded. In the opinion of these 
dealers they are very little used, and 
the money invested by manufacturers 
in their production is generally wasted. 
It is true that these are the opinions of 
a small group, in only one section of 
the country, although a highly impor- 
tant one. 

The Proctor Co. plans to hold simi- 
lar meetings in other major marketing 
districts of the country. 


COMMONWEALTH EDISON SAYS THEY'RE SORRY, BUT 
THEY ARE OUT OF THAT SPARE PART FOR YOUR WASHER 


JUNE, 
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Meinecke 


Meinecke Bros. 
Lubbock, Texas 


Tells How Coleman Helped Him “Take Over” His Market: 


“We Sold 1,000 Coleman Floor 


“Since 1937 we have sold over a thou- 
sand Coleman Floor Furnaces in the city 
of Lubbock alone (Pop., 31,853). These 
fine furnaces have represented a large 
portion of our sales volume. They give 
the utmost satisfaction with minimum 
service. We're proud to be listed among 
the franchise dealers handling this lead- 


me) THE “HOT” NAME IN HOME HEATING 


THE COLEMAN LAMP AND STOVE COMPANY 
ELECTRICAL MERCHANDISING—JUNE, 


er in the home-heating market. It’s 
Coleman for us after the war!” 
Coleman franchise dealers are being 
appointed now by America’s leading dis- 
tributors for post-war sales of these 
Coleman Heating Appliance lines: Oil 
Heaters; GAS, OIL and LP-gas Floor Fur- 
naces, Water Heaters, and Central Heat 
Plants. This franchise is awarded to ag- 


1945 


City 8,000 Homes!” 


gressive dealers who can qualify and 
handle the volume of Coleman business 
they can easily develop. Write us for the 
name of your Coleman distributor, who 
ean tell you the complete story of the 
Coleman opportunity in the waiting bil- 
lion-dollar home-heating market. Cole- 
man Lamp and Stove Company, Dept. 
EM-15X, Wichita.1, Kansas. 
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a Series of Research Contests 
io Determine 


HOW AMBRICA WANTS TO LIVE 


ae how America wants to live after the war is the most valuable information that American 
Industry needs right now. 


For if we Know what America wants now,then we can ptoject what they can be made to want 
in the future. If we can get the dimensions of America’s desires we will have the key to the design- 
ing and merchandising questions of manufacturer, builder, and retailer. 


Beginning in the June issue, House Beautiful starts a series of research editorials. We present 
a room, embodying post war innovations, describe it in non-leading language, and ask the readers,to 
compete to win the furnishings. To win they must tell what they think of the room, whether they 


would want to live in it themselves. 


Get a copy of House Beautiful’s June issue. See for yourself just what this new program will 
uncover—in terms of information you want. You'll also see why House Beautiful’s editorial ae 
is regarded as so sound—from the reader and the advertiser point of view. 


KNOW IT’S 


RIGHT WH 


HOUSE BEAUTIFUL 
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Here is a cut-away view of what gavé Speed Queen dealers their 
competitive selling punch before the war — and what will continue 
to do likewise after the war: 


(1) BOWL-SHAPED TUB which produces a washing 
speed no other washer has ever surpassed. 
(2) DOUBLE WALLS which keep water hotter and turn 
out cleaner clothes — also gives porcelain tub 
full protection. 
(3) FULL-LENGTH CHASSIS with nested tub — pro- 
viding extra strength and rigidity. 
These basic Speed Queen features (plus others) in the hands of an 
average salesman — can run rings around the most expertly presented 
conventional washer story. 
Now is the time to fortify yourself with an exclusively-featured line 


that can weather the bad days as well as the good. Write for 
franchise details. 


BARLOW & SEELIG MFG. CO. 
RIPON, WISCONSIN 


SABINET IRONER 


»  IRONETTE 


te 
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AGE $1. 


as produced 
Depth: 


Carefully planned service drawers 


and spacious storage compartments make the Twinwood an 
Height to Linoleum Worktop; 36” 


incomparable asset in the larger kitchen. Length: 66"; 


advanced idea in a custom-built kitchen unit, 


in packaged goods. 


$ 
3 
ov 
2 
v 
° 
a 
3 
Q 
3 
= 


25"; 


storage bin in addition to the service drawer and subdivided 
two-door storage compartment. 
Depth: 25"; Height to Linoleum Worktop: 36" 


design. This deluxe wood undersink unit features a roomy 
Length: $4” 


critical, the Traywood combines extra utility with handsome 


“Traywood 4544 Sure to win the approval of the most 


If 


you're not cashing in on this Paragon-exclusive 


o for the extra utility and 


to be featured since the war 
CHICAGO FURNITURE MART 


SAN FRANCISCO WESTERN FURNITURE MART 


We're stepping up production to meet the ex- 
Place your 


take advantage of 
this best buy for increasing 


ceptionally heavy dealer and consumer demand 


for these two smash-selling units, Dealers report 


that the Gliding Drainboard’ is the greatest selling 
labor-saving’ value of this ingenious device. 


point in kitchen sinks 
started. Housewives g 
sales volume. 

order NOW! 


feature, 
PERMANENT DISPLAYS: 


Gall, Waite on Wine for Confidential Price List 
Paragon Utilities Corp. 50 van vam sr., srooxiyn 22, NEW YORK 


NOW AVAILABLE 


*Paragon-Exclusive— 


NEW YORK FURNITURE EXCHANGE 


The GLIDING DRAINBOARD “June that are... 


Walter Elieson of the United States Department of Commerce addresses dealers at 
one of the electrical merchandising refresher courses, sponsored by the Department 
of Water & Power of Los Angeles. 


A Refresher Course 
For Appliance Dealers 


Los Angeles retailers prepare themselves for 
resumption of merchandising by taking courses 
in management and sales fundamentals 


T the time the Los Angeles Bureau 
of Power and Light last year 
made its store to store survey of local 
dealers, its representatives uncovered 
the fact that there was a widespread 
desire among electrical merchants to 
refresh themselves in the principles of 
merchandising, provided the course 
offered could be comprehensive and 
practical and that a speaker of suffi- 
cient background and authority could 
be obtained. 

In response to this mandate the 
Business Agent's Division of the Bu- 
reau sought and obtained the coopera- 
tion of the distributive education serv- 
ice of the State and City schools in the 
preparation of an outline covering the 
most important subjects related to 
electrical merchandising. These were 
offered in a series of six two-hour 
sessions under the leadership of Walter 
Elieson of the United States Depart- 
ment of Commerce. Mr. Elieson has 
a background of merchandising and 
market researgh and has conducted 
similar programs for other groups. 


85 Outlets Represented 


Announcements were sent out to 
220 dealers, of which nearly half re- 
sponded. The success of the course is 
indicated by a consistent attendance of 
85 retail outlets, with a total of 144 
persons enrolled. These included rep- 
resentatives from practically all the 
geographic areas within the Los 
Angeles city limits, including the main 
shopping district of Los Angeles. 

The following subjects were chosen 
for presentation and group discussion: 

1. Potential appliance market (local) 


2. Capital; and store characteristics 
3. Sales organization 


4. Service organization 
5. Advertising 
6. Credit and financing. 


Authoritative information was cow 
piled on each of these subjects an 
whenever possible, demonstration 1 
terial was added to supplement t 
speaker. The services of guest speak 
were enlisted for the last two subje 
because of the specific useful inform 
tion which they could provide. 

The initial meeting covered the h 
tory of the local electrical appliand 
business, its growth, development a 
future markets. The specific field 
appliance selling was discussed, wit 
a consideration of the basic econor 
principles of a successful electric 
appliance business. 

Under the subject of “The Store 
such questions were answered 
“What is a good store location? T> 
importance of the store location. Wh: 
the general appearance of the stor 
should be, inside and outside. Wha 
are the best type of windows? Whi 
signs are the best? How should met 
chandise be arranged to make the be 
display? Store modernization. Frat 
chises.” 

At the same meeting, the importan 
of having sufficient capital and pro! 
lems of credit were discussed. Membe 
debated how best to spread their caf 
tal, and whether or not it is better 
carry a few models of many applianc 
or to carry fewer lines but more mode 
of each line. 

The sales organization came up fi 
general discussion at the third mee 
ing, including such topics as the selef 
tion of salesmen, their training, cot 
pensation plans, store hours 4 
salesmen’s prospect records. A samp 


JUNE, 1945—ELECTRICAL MERCHANDISIN¢ 


\\\ | 
| | 
\ \ | 
y 
T 
| | 
| 
be 
PO; 
PAGE 82 ELE: 


-eefor post-war radio SALES and PROFITS! 


Vas com 
ects an 
os - HOUSANDs of your customers are eagerly waiting for the time when 
speak they can buy a G-E radio-phonograph or one of the other coming 
 Subjec models. How do we know? Because they’ ve told us! 
intorma 
le. This intense public interest in coming G-E radios of all types, especially 
je hi FM radio-phonograph combinations, is the result of these two important 
upplian 
nent at facts: 
_ @ = G-E radio will be of unprecedented quality, guaranteed by supe- 
iee rior component parts, war production innovations and improve- 
electric ments, rigid inspection and testing methods; 
- Store @ = General Electric’s tremendous pre-selling campaigns of the past 
red ‘ three years—by far the greatest of any home radio manufacturer! 
me 
n. Wha 
he stor The new G-E radio line will give you these sales-producing features: 
Wha 
> Wh ‘FM (Frequency Modulation) — that vir- full-color tone of recorded music . . . 
ald met tually eliminates static, interference and  pyygs — brilliant improvements in all the = = 
the be fading; that brings natural color music, regular features of radio. 
. Fran surpassing all previous standards of radio Oe Sees Sa 


Give your customers the best in post-war 


portans radio reception and radio-phonograph re- 
RADIO -PHONOGRAPH — that reveals production . .. with General Electric. Why 


id prol 
, music on records never heard before. 


entertainment . . . 


Membe not consult with your G-E radio distrib- 

caf General Electric engineers havediscovered utor. Write to Electronics Department, ° 

etter a revolutionary way to bring to life every General Electric, Bridgeport, Conn. 

plianc 

> mode General Electric is building more. military radio equipment : be Paes 
i than any other home radio manufacturer. One of the many full-color full-page G-E 
advertisements, carrying the story of FM 

rs a 


san] PORTABLES - TABLE MODELS - CONSOLES - AUTOMATIC PHONQGRAPH COMBINATIONS 


ISIN@® ELECTRICAL MERCHANDISING—JUNE, 1945 PAGE 83 


| 2 
or * 
es 
j a! 
| 
we 
ae 
= 
¥ 
GENERAL@ LE 
q 


| for Appliance Dealers 


application form was distributed. Fm. 


: phasis was on how to make a profit. 
Good Projit Merchandise Sere and Trade 


Service departments and trade-\a: 
. which Wi @ aval a e . ss ways and means for making a dealer 
service department profitable. The ad- 
ig Z vantages and disadvantages of factory 

J and distributor service were aired, as 

well as the types of firm which might 
profitably sublet their repair work 
With the prospect that one out of every 
three postwar sales may involve a 
trade-in deal, the importance of han- 
dling this problem wisely was acknowl- 
edged to be of paramount importance 
Trade-ins, carefully supervised, it was 
felt, can be a genuine source of profit. 

The benefit of the experience oi 
manufacturers, distributors and other 
dealers was brought to the subject of 
advertising at the fifth meeting of the 
class. The relative merits of newspaper 
display, classified, direct mail, radio 
and billboards were discussed, as wr! 
as the value obtained from being repre- 
| PS sented in the Classified Telephone 
Directory. The value of premiums and 
Streamlined self-startin : when to use them was also brought up 
for examination. 

At the last meeting Mr. Frank 
Scheel, assistant manager of the com- 
mercial loan department of the Bank 
of America, presented the relative 
merits of financing through banks, 
manufacturers or commercial credit 
companies. The general subject of 
determining risks and financing an 
electrical business was discussed. 

Because the meetings were limited 
to two hours duration, it was possible 
to cover only the most important as- 
pects of each subject. The group at- 
tending was unanimous in its desire to 
explore the field further and has re- 
quested a repetition of the course at a 
later date when the same subjects may 
be covered in greater detail. 


THE E. INGRAHAM CO, 
Bristol, Conn. 


MAJESTIC FRANCHISE— 

7 oes H. M. Ford, president of the J. B. 
— Mitchell Co., Baltimore distributors, 

signs franchise for distribution of prod- 
Wer ucts of Majestic Radio & Television 

Production Corp. Right, Lloyd Dopkins, Eastern 

division manager, Majestic; center, J. S. 

jm Ford,; sect-treasurer, J. B. Mitchell Gos 
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I see this G.I. and his bride looking 
inside the ordinary refrigerator 
we use for comparing with the 
Crosley Shelvador*.! approach to 
do my sure-fire selling act: 


Frank 
com- 
Bank 

credit Mi, 4 
of 
iw oan 


1, After greetings, | open up with, “Notice, 2 “Excuse it, Mister,” he says. “My wife is r Then she Bocdunts very onlngute So I open up the 
Madam, how these’ two refrigerators, each ¢ French. You said ‘Shut the door’ which * ordinary refrigerator door — point to its blank inside. 
with all modern improvements, look exactly sounds like ‘je t'adore’—and that’s French for Then I flash the Shelvador* — sweeping gesture to all the 
alike” — suiting action to word — “when I shut ‘I love you’. Hold it a minute while I put loaded shelves. Her eyes open wide. I say “Shelvador*!” and 
pe door!” At this she gives me a stunned look her wise.” So he gives her some G.I. French just let the two open refrigerator doors do the talking. That 
and a left-hand slap in the jaw! The G.I. roars and I rub my jaw. Shelvador* says “Twice as much food to the front” in any 
with laughter. language. You can bet that sale was a cinch-—even better . . . 


SEEING is Believing 


One GLaNce at the Shelvador* compared with any 
other refrigerator door is worth a thousand words. 
Nothing so quickly sells the Crosley Refrigerator = 
onoimary compueray with the patented, ex- 
BLANK DOOR THE SHELVABOR* clusive Shelvador* as 
= the Shelvador* itself. 
What is more convinc- 
ing than the simple 
demonstration that 
Crosley refrigerators 
offer every modern 
FOOD TO THE FRONT improvement in home 
WITHIN EASY REACH refrigeration plus 
twice as much front row storage space . . . conveni- 
ent, time-saving storage space. 


REMEMBER, too — every Crosley household product gives your cus- 
tomers exclusive features they can see, feel or hear — features that 


~ sell for you because you can demonstrate them! parr 
= 


B. THE CROSLEY CORPORATION, CINCINNATI 25, OHIO 


- the little French bride’s mother in-law drops in later. She says Marie sold her on thé 


ors, ° Shelvador*® just by opening the door. Two sales from one demonstration. 

od- Well, that’s the way with Santer -stwaye some exclusive, patented feature that anybody can 
sion see, or feel, or bear!—features that you can demonstrate in any language including the French. 
ern * Reg. U.S. Pat. Off. 
. S. Radios : Radio-Phonographs : FM: : Televiston : Short Wave: : Radar: 

Gow Refrigerators : Home Freezers : Laundry Equipment : Ranges : Kitchen Sinks and. Cabinets : 


The Crosley Car : Home of WLW, “The Nation’ 's Station” 
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HERE'S WHAT SELLS 
WATER SYSTEMS! 


PRICE 


CAPACITY 


APPEARANCE | 


= Figures ch 
survey by 


arted from nation-wide 


9 trade and farm magazine 


RED JACKET MECHANICAL SUPERIORITY 
fortifies dealers against 


tough competition 


Sure you can sell water systems today—most any water 
system. But—there’s a day coming when the going will 
be tough—unless you've fortified yourself with a line 
such as Red Jacket. For Red Jacket Water Service Prod- 
ucts lift you above competition—give you the very fea- 
tures that buyers want. 
An Unmatched Combination of Mechanical Features 
—developed during 67 years’ experience in building 
more than 6 million pumps and other water service 
products—brought to an even greater degree of refine- 
ment making pumps for the Army, Navy and-Marines. 
A Performance Record that Reflects Fine Engineer- 
ing—a record so amazing that dealers say, “We usually 
make the installation and forget the pump except for 
minor repairs caused by wear.” 
A Complete Line of deep and shallow well water sys- 
tems, hand and windmill pumps, and water condition- 
ing units that will meet 95% of water service needs— 
every type in a price range to fit every pocketbook. 
There's a proven combination that gets business. 


SIX GREAT SELLING FEATURES 
DISTINGUISH RED JACKET 
CENTRI-JET PUMPS 


1. One Moving Part—No belts, 
no gears, no rods, no leathers, 
no oil, no crassheads, no con- 
necting rods, 

2. Flexible Installation —The 


pump can be installed in base- 
ment oway from well. 


3. Pump Easily Adjusted te 


Well Capacity—Simple adjust- 
ment of a valve regulates 


pump capaci 
4. Wide Clearance for 
Sandy Water—Pump 
will handle sandy wa- 
ter without damage to 
working parts. 


5. Quiet Operation — 
Only one moving part 
—only the whisper of 
moving water can be 
heard. 


6. No Oiling Required 
—Water lubricates the 
. Motor ball bear- 
s sealed in grease 
for life-time operation. 
Other features include: auto- 
matic leak-proof water seal, 
micro adjustment capacity 
control, accarately balanced 
bronze impeller elimi ibration, completely 
automatic operation. 
AVAILABLE NOW ? Yes, through Red Jacket job- 
bers —in the limited quantities war restrictions 
permit. We'll make more as soon as we're per- 
mitted to do so, 


complete diagrams on various types of installations—pump 
“ype classification guide—water system selection chart—sec- 
on why water conditioners are ° 
You should have this free handy manual, Write for it today. 
Address Department 9, 


RED JACKET MANUFACTURING CO. 


Featuring a full line of PUMPS for shallow and deep wells,and WATER SOFTENERS 
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Household Help Expects t 
Return to Homes 


HE Infelbric Foundation has 

leased a survey which questiong 
24,000 former domestic workers w 
now are on war jobs. It sampled t 
opinions of 53 war plans in the 
states. 

Of those polled, 81 percent said th 
would like to return to domestic sery 
ice at the war’s end. Thirteen perce 
stated they would not and 6 percer 
were undecided. 

War plant wages are not expects 
by these domestic workers when the 
go back on the old jobs. Those t 
live-in will expect from 30¢ an hou 
which is what 13 percent want, to 7% 
hour, sought by 9 percent. The largeg 
group, 26 percent want 60¢ an hour. 

Those that live on their own thir 
that 65¢ an hour will be about rig: 
although various ambitions range/ 
from 50¢ to 90¢ per hour. 

Domestic workers admitted  thz 
they have saved less money on the 
war jobs than they had previously 
Some 26 percent said that they hai 
saved more and 11 percent reporte; 
that they saved just about the sam: 
amount. 


SPECIAL FARM MAILINGS—That rapidly 
expanding rural electrification is opening 
up an economic vacuum in farm and home 
appliances in rural districts is the opinion 
of H. W. Trekell of General Electric Supply 
Co., Oklahoma City. Special mailings on 
equipment needed by farmers—'Work ap- 
pliances"—are going out giving G.E. deal- 
ers scattered over the state the same facility 
in reaching country customers as the chain 
stores offer. 


“ABOR SAVING” APPLIANCE 
.... READY FOR IMMEDIATE DELIVER 


Today, 
equipp 
sales d 
eer ha: 
pact, u 
and p 
salesm 
figures 
speed t 
Let 
Selecti 
Surve) 
averas 
It o 
pects 
and p 
or in 
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= 
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Ce 
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St 
MUS. FREE MANUAL ON 
Fa ff “WOW TO 
gt THE PROPER WATER Coml 
SYSTEM” whicl 
in ho 
Red Jacker has 
the proper water system for each job. This booklet contains 
CKET DAVENPORT, 1OWA a 
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Combustioneer’s Easy 
to Use Methods Equip 
Dealers for Profitable 
Streamlined Selling 


Today, Combustioneer dealers are completely 
equipped with a vast reservoir of priceless 
sales data and information which Combustion- 
eer has accumulated, and compiled into com- 
pact, usable form during 28 years of aggressive 
and pioneering leadership. Result—dealer’s 
salesmen have at their fingertips the facts and 
figures which streamline their contacts and 
speed the sale of stokers to all types of prospects. 

Let us tell you how Task Force mailings, 
Selective promotional plans, and Pre-Tested 
Survey Presentations are right in the groove of 
average dealers and their salesmen. 

It makes no difference what kind of pros- 
pects you’re out to sell—home owners, public 
and private buildings, business establishments 
or industrial plants—Combustioneer has a 
specific story of economical, automatic heating 
that begins with their boiler or power plant 
and reaches right into their pocketbook. And 
Combustioneer has the methods and materials 
which make that story register wherever it’s told, 
in home, office or showroom. 


ELECTRICAL MERCHANDISING—JUNE, 


Advertising 

and Promotional Helps 

. that Make Combustioneer’s 
Exclusive Features Easy to Sell 


Combustioneer’s precision built mechanism is 
fortified with exclusive patented features, in- 
cluding the famous Breathing Fuel Bed, Auto- 
matic Respirator, Safety Clutch and many others, 
which make it easy to sell with the help of 
Combustioneer’s complete visual presentation 
materials. All this is supported by Combustion- 
eer’s continuous national advertising, effective 
localized advertising campaigns, sales-making 
literature and mat service, regular promotional 
% plans, window and store display mate- 
. rials and comprehensive sales 
and service manuals. 


Get Going NOW with fuel costs, increasing boiler output, and main- 
m taining closely held temperatures which result 
Combustioneer in increased production and human efficiency. 


Right now Combustioneer Dealers are sell- 
ing the dollar-and-labor-saving advantages of 
Combustioneer Automatic Heating. This very 
day they are getting orders for immediately 
available models which are drastically reducing 


WRITE TODAY FoR 
COMPLETE DETAILS ABOUT 
COMBUSTIONEER’S IMMEDIATE 
SALES OPPORTUNITIES 


AL MODELS FOR EVERY NEED 
line of Com- 


1 and 


dels which serve 
d Mo il apartments 


HO 
In addition to Impert@ 


Bin Fee 
homes and sma 
up to 14 rooms, 


eer’s complete : 
mercial Models range in coal 


burning capacity from 25 to 


Combustion- 1250 lbs. pet hour. 
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DIVISION OF INTERNATIONAL DETROLA CORPORATION 
DETROIT 9, MICHIGAN 
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A Builder's Slant 
On Electric Kitchens Ti 


HEN J. W. Lyon, speculative 
builder of Oklahoma City, 
opened up his first house with an all- 
electric kitchen, the Sunday was cold 
and snowy, and he expected few people 
to call to see the finished home and 
the two rough-in places he had ready. 
Nevertheless, an insurance man 
dropped by and took a shine to the 
house with the all-electric kitchen, 
despite the fact that he already owned 
a 6-room residence. 

“He had no more use for that house 
than a hog has for a side saddle,” com- 
mented Mr. Lyon. “Nevertheless, that 
kitchen fascinated him and he bought 
it. We took in his old place as part 
of the deal.” 


Sold 250 All-Electrics 


J. W. Lyon, who is one of the specu- 
lative builders in America who has 
been experimenting with all-electric 
kitchens, (G.E.) has sold probably 250 
homes equipped this way in Oklahoma 
City prior to the time the war 
down on building. Mr. Lyon started 
building in 1938 and put up about 20 
houses at a sale price of $4,000. They 


J W. Lyon, who introduced Oklahoma City 
to the low cost home with a complete 
electric kitchen. 


were equipped with all-steel cabinets 
and had attractive kitchens. He built 
40 more in another development, sell- 
ing them at $4,450 to $8,500. These, 
too, had dishwashers, attic fans and 
were completely electrified. 


Kitchens Average $427 


The complete kitchens cost $427, on 
the average, Mr. Lyon said. For each 
house he received a $50 bonus from 
the Oklahoma Gas & Electric Co. and 
benefited from advertising from Gen- 
eral Electric Supply in Oklahoma City. | 
The houses sold for $400 cash and $26 
a month, with variations depending 
on the size of the home. 

“I employ one salesman and find 
that gadgets are a great help in 
selling the house,” says Mr. Lyon. 
“We have had no kick-backs from any 
of the appliances we sold. We have 
two maintenance men whose job is to 
keep things up.” 

There are some 30 contractors in 
Oklahoma City capable of building 
speculative homes, but to date Mr. 
Lyon is the only one to feature an 
all-electric kitchen. 
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THERE is no denying the fact that from every 
angle the Youngstown Kitchen Merchandising 
Business looks more than good for post-war 
profits. 

But many dealers know that there is MORE to 

it than that more, even, than a market 

Until the lost shot is fired that is pre-sold and unsaturated. Maybe 
mort for YOU'VE overlooked the fact that the 
_ Youngstown Kitchen Business provides: 
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SANs 


Units of sale for the mass market where volume and 
profits lie. 


A simplified program for planning, selling and installing 
kitchens, 


An easy - to - understand training program based on 12 
years of experience. No mystery or theory. 


An uncrowded field; room for dewlers to cash in on their 
own efforts. 


Write for full information and the 
name of your nearest dealer. 


MULLINS MANUFACTURING CORPORATION 


WARREN, OHIO 
Design Engineering Service - Large Pressed Metal Parts - Porcelain Enameled Products 


YOUNGSTOWN KITCHENS 

Mullins Manufacturing Corporation 
Dept. EM-645, Warren, Ohio 

Please send me Youngstown booklict, 
Kitchen Business’’. 


Name 


“Get Acquainted With Your 


Street 


City & Zone County__State. 
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BUY 


STAY BRIGHTER LONGER” WAR BONDS 


the constant aim of G-E Lamp Research 


ERA ELECTRIC 


Hear the G-E radio programs: “The G-€ All-Girl Orchestra,” Sunday 10:00 p. m. EWT, CBS; “The World Today” news, Monday through Friday 6:45 p. m. EWT, CBS; “The G-E Houseparty,” Monday through Friday 4:00 ». m. EWT, CBS. 
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ELECTRICAL RCHANDIS 


People, Products, Plans 


June, 1945 


Authorizations for production of 
57,816 additional domestic electric 
ranges during the second, third and 
fourth quarters of 1945 was reported 
recently by the War Production Board. 
Standard size 4-burner ranges are 
authorized to the amount of 44,816. 
The remaining 13,000 will be 3-burner 
apartment-type ranges the announce- 
ment said. 


57,816 Additional Electric Ranges 


In 1945 Authorized by WPB 
42,237 Units Scheduled Previously 


Malleable Iron Range 


Beaver Dam, Wis. 


Co. 


WPB’s domestic electric stove pro- 
gram for 1945 allows production of 


Newark Stove Co., Newark, Ohio, 3,950 

Norge Division, Borg-Warner Corp., Ef- 
fingham, Ill., 3,350 

Roberts & Mander Stove Co., Hatboro, 
Pa., 6,000 

Rutenber Electric Co., Marion, 
1,000 


Malleable Iron Range Co., Beaver Dam, 
Wis., 7,500 


Ind., 


; 3-burner models. 500 500 140,000 ranges for the year, at the rate All authorizations in this group were 
Eight Manufacturers 4-burner models. ..... 3,250 3,250 of 35,000 ranges a quarter. Manufac- for 4-burner models, with the excep- 
About two-thirds of the range pro- Gibson Refrigerator ture is authorized only when the use of tion of the 10,281 assigned to A-B 
duction authorized recently is expected Co. materials, Components, manpower and Stoves, Inc., and 1,500 units of the 
to be available to institutions and indi- Greenville, Mich. facilities will not hamper the war Malleable Iron Range Co.’s authoriza- 
vidual consumers who certify need for 4-burner models. 2,832 2,832 2,832 effort. - tion, which were for production of 3- 
use to existing electric service facili- a, J, Lindermann The effect on ay mage of the mili- = burner ranges. 
ties. The remainder is intended for the 2 Antenne tary situation in : ate December 1944 : In 1944 approximately 60,000 domes- 
military services and for housing pro- Milwaukee, Wis. in the areas in which ranges are manu- tic electric ranges were produced, a 
jects approved by the National Hous- ehun aa weir OE 775 factured has resulted so far in pro- substantial proportion of which were 
ing Agency. " + St “a duction below that authorized under made available for essential civilian 
The manufacturers and their author- the 1945 use, 
izations for the second, third and jewerk, Ohio Authorizations for the production of sini 
fourth quarters aré as follows: 4-burner models. 3,015 3,015 3,015 42,237 electric ranges in the first and Range Ceilings Set 
Norge Borg- of 1945, granted Dollar-and-cent retail and wholesale 
2nd 3rd 4th Warner Corp. ously to these assignments, were: ceilings at March 1942 levels have 
quar- quar- quar- Effingham, Ill. A-B Stoves, Inc., Battle Creek, Mich., been set on the household electric 
ter ter ter 4-burner models. 3,000 3,000 10,281 ranges scheduled for 1945 production 
A-B Stoves, Inc. ; Roberts & Mander Frigidaire Division, General Motors by one of the leading pre-war manu- 
Battle Creek, Mich. Stove Co. Corp., Dayton, Ohio, 5,156 facturers in this field, the Office of 
3-burner models. 6,000 4,000 2,000 Hatboro, Pa. Gibson Refrigerator Co., Greenville, Price Administration said recently. 
4-burner models. ..... 2,000 4,000 4-burner models. 4,000 4,000 Mich., 5,000 Effective April 25, 1945, this action 


WASHER MEN MEET—Iindustry leaders assembled in Newton, iowa, recently for an executive committee meeting of the American Washer and lroner Manufacturers’ Association. Left 
to right: W. Neal Gallagher, president, Automatic Washer Co.; |. N. Merritt, vice-president, Conlon Corp.; D. A. Rizor, vice-president, Dexter Co.; Walter K. Voss, vice-president, Voss 
Bros. Mfg. Co.; A. H. Noelke, Association executive secretary, Chicago; Fred L. Maytag Il, president, The Maytag Co.; Louis C. Upton, president, Nineteen Handred Corp., and presi- 
dent of the American Washer and lroner Manufacturers’ Association; Roy A. Bradt, vice-president, The Maytag Co.; C. G. Frantz, president, Apex Electrical Mfg Co.; P. E. Geldhof, vice- 
president, Nineteen Hundred Cerp.; George M. Umbreit, executive vice-president and treasurer, Maytag; Carl L. Huff, vice-president, Bliss & Laughlin, Inc.; W. S. Hammersley, sales 
executive, Nineteen Hundred; Judson S. Sayre, president, Bendix Home Appliances, Inc.; W. Homer Reeve, general sales manager, Easy Washing Machine Corp.; William Shaw, director 
public relations, Chicago; Horace A. Bumby, president, Barlow & Seelig Mfg. Co. 
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affects Frigidaire models B-17 and 
B-17-LL, identical except that the 
first is equipped with a cooking top 
lamp, the second is not. 

A total of nine electric range manu- 
facturers have now applied for ceilings 
following WPB authorization to pro- 
duce in limited quantities this year, 
OPA said, and all ceilings—manu- 
facturer, wholesaler and retail—have 
been held to March 1942 selling levels. 
The total number of ranges produced 
will be small, however, OPA warned, 
and only consumers who can establish 
eligibility under the War Production 
Board’s Order L-23-b will be permit- 
ted to purchase them. 

Retail prices, which will be stated 
on tags affixed by the manufacturer, 
vary by freight zones, of which there 
are five, and by class of seller. The 
lowest retai: price for Model B-17 is 
$175.35, for sales in the zone nearest 
the Dayton, Ohio, production area; 
the highest for the same model, $189.- 
31, for retail sales on the West Coast. 
Retail ceilings for Model B-17-LL are 
about $5 less for sales by each class of 
seller in each zone. 

Prices include a one-year warranty, 
delivery and installation to existing 
electric facilities, and Federal Excise 
Tax. 


522,144 lrons To Be 
Made in 2nd Quarter 


Authorizations to 33 electric iron 
manufacturers for the production of 
522,144 irons in the second quarter of 
1945 were also reported by the War 
Production Board, recently. 

In the first quarter of 1945 produc- 
tion authorizations totaling 521,385 
electric irons were assigned by WPB 
to 29 of these manufacturers. 

Within the limits of the approved 
1945 iron program for 526,500 electric 
irons per quarter, WPB authorizes 
iron production only where it will not 
require materials, components, facili- 
ties, or labor needed for more critical 
production. 


lrons for 2nd Quarter 


The manufacturers authorized to 
date and the number of electric irons 
each manufacturer has been permitted 
to make in the first and second quart- 
ers are: 


First Second 

Manufacturers Quarter Quarter 
American Electrical 

Heater Co., Detroit 9,500 9,644 
Automatic Steam 
Products Corp., 


New York 2,705 6,000 
L. Behrstock Co., Chi- 

Birtman Electric Co., 

Chicago Flexible 

Shaft Co., Chicago 44,68! 42,015 
W. M. Cissell Mfg. 

Co., Louisville... .. 379 
Crown Mfg. Co., St. 

Dejur Electric Works, 

New York ........ 600 1,950 
General Electric Co., 

165,980 119,000 
Gilson Electric Mfg. 

Co., Chicago .... 1,000 1,250 


Industrial Tool and 

Die Works, Inc., 

Minneapolis ......  ...... 766 
Knapp-Monarch Co., 


Dover, Ohio ..... 52,527 50,422 
Koral Electric Mfg. 

Co., Long Island P 
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Majestic Electric Ap- 
pliance Co., Inc., 


Galion, Ohio... ... 90,030 74,158 
Manning Bowman Co., 

Meriden, Conn.... 1,014 
Irving Mitzman, New 


National Stamping 

and Electric Works 

New York Pressing 

Machine Corp., 


New York......... % 3,000 
Capt. C. F. Piehl, 

Bayshore, N. Y.... 2,500 10,000 
Pierce Butler Radia- 

tor Corp., Syracuse 53 800 
Proctor Electric Co., 

Philadelphia ..... 19,819 36,373 


Reimers Electric Ap- 
pliance Co., Inc., 


New York ....... 450 1,000 
Samson United Corp., 

Rochester ........ 2,225 10,750 
The Silex Co., Hart- 

‘ 500 10,000 
Son-Chief Electrics, 

Winsted, Conn... 3,997 
Steem Electric Co., 

12,649 16,251 
Lawrence M. Stein 

Co., Chicago .... 239 1,000 


Stern - Brown, Inc., 
Long Island City, 
3,000 7,500 
Superior Electric Prod- 
ucts Corp., Cape 
Girardeau, Mo.... 
Tennessee Valley Ap- 
pliances Co., Nash- 
ville, Tenn. ...... 6,000 10,000 


41,415 22,357 


Verplex, Essex, Conn. 25,005 25,000 
A. H. Waage Co., 

New York, N. Y... 355 3,000 
Waage Mfg. Co., 

Chicago, Ill. ae 1,600 1,600 
Waverly Tool Co., 

Sandusky, Ohio... 17,000 21,700 


Nearly all the electric irons to be pro- 
duced by these manufacturers may be 
sold for civilian purposes, and only a 
small percentage will go to the armed 
forces. As in 1944, the irons will not be 
rationed, nor will a certificate testifying 
to the purchaser's need of an irun be 
required, WPB said. 


WINDMILL WASHER IN PACIFIC—On 
the bomb-blasted Marshall Islands, where 
the wind comes off the ocean 24-hours a 
day, U.S. Marines use windmills to wash 
clothes. It's simple to rig up a windmill 
and hitch it up .with a plunger that 
churns ‘noisily in a soapy tubful of socks 
and oil spattered overalls. Funnels are 
most frequently used for plungers. 
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2,357 


5,000 


1 be @ The fine performance of Leading Jobbers in building an efficient and economical 
national distribution of merchandise and equipment in years gone by is a matter of 
record...Their accomplishments in allocating critical consumer goods during severe 
shortages, and extending available supplies in the fairest possible manner is a com- 


pliment within itself...Greater and more exacting demands than ever will be placed 


on these Jobbers postwar, and experience tells us that every requirement will be 
fulfilled... Three good reasons why Moe-Bridges Corporation is glad that the finest 


products we have ever made will reach national distribution through these sources. 
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f bs Now it can be shown. And the big important The Westinghouse Home Freezer cag be 
iat news is that the new Westinghouse is an located wherever it ix most convenient, be- 
F upright Home Freezer. cause it requires no more floor space than a 
comparable size refrigerator. 
foods readily accessible with the many ad- : 4 
8 8 have established remarkable records in effi- 
Individual inner doors enable the home- 
maker to select foods from any section with- Use of the Westinghouse hermetically-sealed i. 
: out disturbing foods or temperatures in oY refrigeration system assures years of trouble- ! 
other sections. free operation. 
# ASK YOUR WESTINGHOUSE DISTRIBUTOR ABOUT THE FULL LINE FRANCHISE 


This new apright Home Freezer with “Reach-in Convenience” is designed to meet consumer preferences and is 
destined to be a fast seller. It is just one more reason why the Westinghouse Full Line Franchise will be “hor”. A 
few territories are still open. Check your Westinghouse Appliance Distributor. 


30 MILLION PRE-WAR 


Sunday 2:30 EWT., N.B.C. 
Hear Ted Malone, 1: 
1143 A.M, EWT, 
ELECTRIC HOME APPLIANCES 
YOUR PROMISE OF STILL FINER ONES TO COME - 
FESTINGHOUSE ELECTRIC CORPORATION + APPLIANCE DIVISION MANSFIELD, OHIO 
L 
* 
4 
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NOT FOR SALE—San Francisco shoppers were brought to a stop recently the 
sight of two windows full of the coveted electrical appliances which they had not 
seen, much less been able to purchase, for many a long day. The window displays 
were War Bond Drive propaganda carried out by the White House, San Francisco 
department store. The main placards in the window announced, “Not For Sale— 
We can't buy them either!" followed by “But War Bonds will bring them back!", 
with a large reproduction of a war bond in the center. 

The appliances were loaned by 20 manufacturers: Manning Bowman, Chicago 
Flexible Shaft Co. (Sunbeam), lronrite, Casco Electric, Apex Rotarex Co., Bendix, 
Norge, Westinghouse, Eureka, Toastmaster, Conlon, and Waverly. 


| 


6. Establishment of additional whole- 
Western Auto Supply sale houses, an increase from the pres- 
Announces Appliance ent 13 to 17 or more. 
- 7. Expansion into certain foreign mar- 
Expansion Plans kets. 


8. Expansion in home appliances and 
Heavier concentration in electrical men's work and sportswear. 


home appliances is indicated in a 9. Major concentration in the hard 
statement of post-war plans of West- goods and automotive fields. 


ern Auto Supply Co. just released by 
* Speed ! Electrical Testing Labora- Lester Hutchings, president. $71,000,000 Volume 
tories prove it. Housewives acclaim it In the past the company has been 


an important factor in radio and auto 
radio sales, and has conducted opera- duced the company sales volume re- 
tions in refrigerator, washing machine cently, it hit a sales peak in 1941 of 
* H is and other heavy appliance lines. It is $71,042,621, a figure which can easily 
Long Life! Made of INCONEL the assumed from this new statement that be exceeded in the company’s post-war 
finest heat resisting alloy known— | the company will now widen its line operations, in the belief of persons ac- 
which guarantees long trouble-free life. of such appliances which will be car-  quainted with its development. In the 

CHROMALOX ried in about double the number of first quarter of 1945, sales increased 


Although war scarcities have re- 


—faster than you thought possible. 


° pre-war company-owned stores and 29.6 per cent over the same period in 

Gives More * Easy Cleaning! CHROMALOX fre- about treble the number of retail out- 1944 ve 

flector lifts out. It’s washed as easily as lets known as Western Auto associate 
Contact Area stores. 
Expansion Plans Chicago Dealer Group Has 
Cross section of INCONEL 125 Applications 

sheathed tube shows the ex- Economy ! The large flat cooking The for the Dri deal b 
lusive CHR x desi a . owing goals as well as others regar: rive to create a dealer group by 


possible cooking efficiency. 


contact area. 1. Increase in company-owned retail a satisfactorily, poy A. A. 
stores from the present 240 to about 
500 East of the Rockies. ciation, reports. sore Wan appli- 
pease Tubplers 2. Increase in dealer retail outlets °4tions from every part of the metro- 
will be available just as soon as their (known as Western Auto Associate  P%litan area of Chicago have been ap- 
These famous CHROMALOX vital materials are released from war Stores) from the present 1,481 to about proved. The dues are $25 a year. 
Tubulars are the result of 25 work. CHROMALOX Super-Speed and 5,000. . 


years continuous research 


3. Greatly enlarged advertising pro- 
and engineering in the field 


gram; with main emphasis on newspaper 


Heatflo now available for all ranges. 


of electric heat under rigid! advertising. Size of Families Fallin 
EDWIN L. WIEGAND CO. 4. Increase in company employees from of b 9 
7525T Bivd.. Pi h8.Pa present 4,508 to about 12,300, and in- 
‘ : homas -, Pittsburgh 8, Pa. | crease in jobs in home-owned associate tinued to increase at the prewar rate 
-_ | stores from the present 6,000 to about _ of about 500,000 a year, according 


20,000, for » total of 32,300 jobs, of to the U. S. Census Bureau. Be- 
which about 21,000 will be an increase. tween April, 1940 and May, 1944, 


D7 7600 WIA; Sor Included in this number are owners and families increased from 35,000,000 
employees of home-owned Western Auto to 37,000,000. Nevertheless there 

Cc “aA RO ne ALOX Associate Stores, for which the company has been a decided shrinkage aa 
acts only os whelessler ond market the average size of the family. In 

rr ing eoncuitent. 1944 there were about 2,800,000 


a families headed by a married wo- 
means Cooking 5. Five-year and enlarge | man whose husband was away. In 


ment program for the present 240 com- 


pany-owned retail stores. New fronts, ta laggy were only 800,000 such 
cluded. 
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— SELL THIS GREATEST OF ALL 


HOME COMFORT! 


™, 


The big "No. 1" feature in ALLEN Oil- 
Burning Water Heaters is the sensational 
new ALLEN “Lo-Pilot" Burner. This Burner 
affords remarkable fuel-saving economy, by virtue 
of a specially designed pilot which provides auto- 
matic, fast low-pilot-to-high-fire burner operation. 


OTHER FEATURES THAT SELL 


OIL BURNING 
WATER 
HEATERS 


There’s an enormous pent-up civilian demand for 
automatic water heaters. When wartime restrictions 
are relaxed, this demand is going to break forth into 
a big active market in every community. 


You'll be best prepared to make the most of coming 
opportunities with ALLEN's Oil-Burning Water Heater 
—equvuipped with the sensational new ALLEN “‘Lo-Pilot” 
Burner that affords hitherto unheard of fuel-saving 
economy. 


Automatic Operation. Fully automatic thermostatic safety float valve. 
Water is automatically kept at desired temperature. 


Fully Insulated with Rock Wool . . . for low standby heat loss and 
economical operation. 


Avtomatic Draft Regulator. insures proper draft for maximum 
efficiency. 


Noiseless Operation . . . Burner has no moving parts. 
Easily, Quickly Installed . . . anywhere—on the farm or in the city. 


Economical Water Heating. Average family requirements per doy 
is supplied with 24 hours of available hot water service on less than 
one gallon of fuel. 


Listed as Standard by the Underwriters’ Laboratories —for use with 
either No. 1 or No™ 2 fuel oil. 


Flue-Mounted Burner . . . easy to remove burner mounting. . . posi- 
tive air-tight seal between burner and flue for high heating effciency. 


Fuel Inlet Cleanout Rod provided . . . for cleaning out fuel inlet to 
burner without removing burner. 


ALLEN DISTRIBUTORS 


THE YANCEY CO., INC. SMALL & SCHELOSKY CO. 
Atlanta, Ga. Evansville, ind. 


J. R. HUNT & CO. MORLEY-MURPHY CO. 


STRATTON-WARREN HOWE. CO. WYATT-CORNICK, INC. 

Memphis, Tena. Richmond, Va. 

MAJOR APPLIANCES, INC. DALLMAN SUPPLY CO. 

Miami, Tampa, and Jacksonville, Fla. Sacramento and San Francisco, Calif. 


GEO. H. LEHLEITNER & CO., INC. bye orn & MFG. CO. 


HARPER & McINTYRE CO. RYAN RADIO & ELECTRIC CO. 


Ottumwa and Cedar Rapids. lowa it. Louis, Mo. 


Baltimore, Maryland Green Bay, Wisconsin, Milwaukee, Wisc. New Orleans, La. oseph, 
WESTERN MERCHANDISE DIS7, OD & H DISTRIBUTING CO. 
Butlalo, New York Harrisburg, Pa. St. Louis, M 
UNITED DISTRIBUTING CO. ROYAL DISTRIBUTING CO. ARIZONA WHOLESALE SUPPLY CO. pay a yg EQUIPMENT CO. 
e An. 


PARLOR FURNACES * Cambridge, Mass. Houston 2, T 
PRINCESS RANGES * SOUTHERN RADIO CORP. 


Phoenix, Arizona t. Paul, 


MURRAY-BROOKS HARDWARE CO., LTD. APPLIANCE WHOLESALERS OF OREGON & APPLIANCE CO. 


STREAMLINE Charlotte, N.C. Lake Charles, La. Portiand, Oregon attle, 
RANGE ETERNAL THE SMITH BROS. HOWE. Cu. GOUGH INDUSTRIES, INC. NELSON & SMALL RUDNING-ROBERTSON CO. 
Columbus, Ohio Los Angeles, Calif, Portland, Me. x Falls, $. Dakota 


ALLEN MANUFACTURING CO. INC., Nashville, Tennessee 
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THERE ARE /§ DIFFERENT INSTALLATION RINGS | 


DOMESTIC AND INDUSTRIAL 
SWITCHES CONTROLS 
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TROOP-CARRIER COMMAND AT GIBSON—Seven Troop Carrier Command veter- 

ans of the AAF visited the Gibson Refrigerator Co. plant recently to inspect prepara- 

tions for a CG-4A glider contract awarded to Gibson. Above, left to right, H. W. 

Wilson, purchasing agent, Gibson; Lt. J. E. Molinary; Frank S. Gibson, Jr., secretary- 
treasurer of the company; and Pfc. R A. Poisson. 


G-E Establishes 
Air Conditioning Dept. 


Establishment of the air conditioning 
department as one of the six major 
operating departments of the General 
Electric Co. has been announced by 
C. E. Wilson, president. Operations 
pertaining to heating, air conditioning, 
and commercial refrigeration have 
previously been the responsibility of 
the company’s appliance and merchan- 
dise department. The new depart- 
ment will have its headquarters at 
Bloomfield, N. J., and George R. 
Prout has been designated as general 
manager. 

Mr. Prout has been connected with 
General Electric since 1920. Subse- 
quently he represented the company 
in New England and in the southwest, 
and in 1939 was appointed manager of 
the industrial department for the en- 
tire southwest district. In 1941 he be- 
came manager of the industrial control 
division and in 1944 was assigned to 
manage the air conditioning and com- 
mercial refrigeration activities in 
Bloomfield. 

The new department, according to 
Mr. Wilson, will select and utilize 
appropriate marketing channels and 
methods for all of its products except 
air conditioning for rail transporta- 
tion, which remains a responsibility of 
the transportation division of the 
company. 


Detroit-Michigan 
Acquires A-B Stove 


At a special meeting of the stock- 
holders of A-B Stoves, Inc. of Battle 
Creek, Mich., held recently, the plan 
of reorganization as submitted to 
A-B Stoves, Inc. by the Detroit- 
Michigan Stove Co. was accepted and 
adopted. 


Smith Elected to Board 


A-B Stoves, Inc., will operate as 
A-B Stoves Division of the Detroit- 
Michigan Stove Co. Mr. Wendell L. 
Smith, president of A-B Stoves, Inc. 
was elected to the Board and also an 
executive vice-president of the De- 
troit-Michigan Stove Co. 

Mr. Smith will continue as the exec- 
utive officer of the A-B Stoves Di- 
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vision and will retain the present 
personnel. 

This reorganization brings together 
two companies in the gas and electric 
appliance field. John A. Fry, presi- 
dent of the Detroit-Michigan Stove 
Co., announces that this is the first 
step taken in carrying out a compre- 
hensive program for the post-war 
period to better serve the customers of 
both companies. 


$18 Billion Annually Seen 
In Frozen Food Business 


That the $250,000,000 frozen food 
business will balloon to $18-billion 
annually was the prediction tossed out 
by Howard R. Roberts, general sales 
manager, Deepfreeze Division, Motor 
Products Corp., to the Chicago Asso- 
ciation of Credit Men recently. 

Locker plant construction is ex- 
pected to increase to 15,000 plants by 
1950, Mr. Roberts said, adding 2,500,- 
000 pounds capacity. Home freezers 
are expected to go anywhere from 500,- 
000 to 2-million per year and will take 
care of more food. The conventional 
electric refrigerator, with its enlarged 
compartment for the storage of frozen 
foods will handle additional volume. 
The 30,000 frozen food storage cabi- 
nets in retail stores today will expand 
to 150,000 as fast as they are available. 


Home Freezers Increase 


Mr. Roberts pointed out that the 
20,000 more or less home freezers in 
use in America today have suddenly 
expanded to approximately 165,000 
home storage units through additional 
use of ice cream cabinets in the home 
as storage lockers. 

The field of some 450 frozen food 
packers will expand to approximately 
2,000 within five years, Mr. Roberts 
thinks, and 1,800 frozen food distribu- 
tors will require additional storage 
space and motor equipment for deliv- 
ery. More than 200 canners, ice cream 
manufacturers, co-ops, produce com- 
panies have given some indication 
through requests for building permits 
or machinery priority applications that 
they expect to enter the frozen food 
industry». Most of the food dehydra- 
tors will also turn to the freezing of 
food, he said. 
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DOES YOUR DEPARTMENT 


SHORTAGE? 


Here are the 
FACTORY SERVICE PLANS 


ther YOU CAN TAKE SERVICE BUSINESS for G-E fractional-hp motors 

ctric 

= WITHOUT DOING THE REPAIR WORK 1. THE EXCHANGE PLAN— Covers the most 
rst , commonly used es of G-E fractional- 

by using G-E F actor y Serv ice P lans possible ‘aon 


diate replacement, from G-E field stocks or 
from your own buffer stock. Replacement 


EVEN if a scarcity of skilled repairmen has inter- 
fered with your ability to service fractional-horsepower 


motors, here’s a way to get your share of this increasing 


motors carry the G-E new-motor warranty, 
except for finish. 


2. SPECIAL REPAIR SERVICE PLAN— Pro- 


en wartime business. vides for factory repair of semistandard G-E 
$ f-hp motors not covered by the EXCHANGE 
hie These G-E Plans enable you to repair or replace, PLAN, at established prices. Enables you 
lion to make quick, accurate, on-the-spot esti- 
out quickly, economically, and expertly, practically any mates. Repaired motors carry the G-E new- 
= G-E fractional-horsepower motor which has become motor warranty, except for finish. 
oa inoperative, regardless of the type or make of appliance 3. REGULAR REPAIR PLAN— Covers f-hp 
on which it is used. And there’s no need for you to train 
ou repairmen—G.E. does the work, quickly and reason- models. Inspection is made at the factory, 
»0,- and a cost estimate is submitted before work 
ably, and you know your profit beforehand. You render 
“ the service without actually making the repairs. new-motor warranty, except for finish. This 
zen plan rounds out this G-E service and enables 
- Investigate these simple and profitable Factory you to handle repairs on practically any G-E 
Service Plans. Learn how they’re helping hundreds of hactional-honepower 
other dealers to maintain business now and to build and 
the hold trade for the postwar period. Ask your distributor j : . 
hs for details today. Or, just fill in and mail the coupon. eS > ie 
me eric omp 
od Genes? 5, 
) 
Genvie™ 
“ ve 
FRACTIONAL-HP Buy all the BONDS you can— me wall 
M 0 T 0 end keep all you buy 
Company 
a- aadres® 
of 
GENERAL@ELECTRIC 
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HE “BAKER’S DOZEN’ 
PRINCIPLE 


Safeguards the Performance of Millions of 


SUNLIGHT MOTOR 


The principle of the “baker's dozen” . . . extra value 
in design and construction . . . is built into every 
Sunlight motor. There is no skimping on materials, 
in quality or quantity. There are no short-cuts 
in engineering construction. Sunlight motors give 
“full measure” performance because they receive “full 
measure” treatment. 


Extra protection is built into every Sunlight motor 
—full- gauge copper wire to cut down heat genera- 
tion .. . extra power that gives up to three times 
rated starting capacity . . . extra-heavy coatings of 
dielectric insulation protecting motor windings .. . 
diamond-bored cast bronze bearings. 


Sunlight motors are FIRST QUALITY in design, 
material and manufacture. Because of this, manu- 
facturers, dealers and users throughout the country 
respect the name “Sunlight” on an electric motor. 
To the appliance industry it means better customer 
acceptance and better performance. 


SUNLIGHT MOTORS For: AIR COMPRESSORS 
WASHING MACHINES POWER- DRIVEN BENCH TOOLS 
VENTILATORS * WATER PUMPS + MILKING MACHINES 
OIL BURNERS + MILK SEPARATORS + FURNACE BLOWERS 
STOKERS + IRONERS » AND MANY OTHER APPLICATIONS 


MORE BONDS 


PAT. 


TWO-MILLIONTH MORTAR SHELL—When the 2,000,000th mortar shell rolled off the 


line at the U. S. Machine Corp., Lebanon, Ind., employes halted only long enough 

to present the shell to the "Big Boss,’ Col. Joseph C. Shouvlin, chief of the Cincinnati 

Ordnance District. Abner Riley is seen presenting the shell and a plaque signed 
by 1,000 co-workers, as Carl J. Winkler, president, looks on. 


General Electric Outlines 
Post-War Distribution Plan 


General Electric's policy of distrib- 
uting major and traffic appliances 
post-war will be fundamentally identi- 
cal to its prewar policy, according to 
C. R. Pritchard, general sales manager 
of the Appliance and Merchandise 
Department. 

The department’s 60 wholesale ma- 
jor appliance distributing outlets for 
refrigerators, ranges, water heaters, 
home laundry equipment, dishwashers, 
Disposalls, electric sinks and kitchen 
cabinets, operating in assigned trading 
areas, will maintain sales organizations 
and local warehouse stocks at over 125 
points, and will be prepared to serve 
the retail dealers in every city and 
town in the United States, Hawaii and 
Alaska, he said. 

In order to extend the acceptance of 
items interesting to the plumbing trade 
such as dishwashers, Disposalls and 
electric sinks, these products will also 
be distributed in the United States by 
the Crane Co. and its branches. 


Independent Distributors 


Better than 50 percent of the distrib- 
uting outlets will be independent 
wholesalers, many of whom have been 
with the company since the General 
Electric refrigerator was first an- 
nounced in 1927. While there have 
been some divisions of large territories 
and appointments in smaller markets, 
G. E. will have about the same num- 
ber of independent distributors as it 
had before the war, according to Mr. 
Pritchard. 

The company will operate its own 
major appliances wholesale distribut- 
ing branches in nine major markets. 
Seven of them, located in New York, 
Newark, Cincinnati, St. Louis, Pitts- 
burgh, Los Angeles and Philadelphia 
are new. They were added to the orig- 
inal two branches in Boston and 
Tampa, which G. E. operated before 
the war. Mr. Pritchard pointed out 
that “these branches are in large metro- 
politan markets where product special- 
ization is essential, and that the 
branches would devote all of their 
efforts to the promotion and sale of 
the company’s major appliances. 
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Factory Branches, Chains 
Figure in New Set-Up; 
Independents Retained 


C. R. PRITCHARD 


The G. E. Supply Corp., will con- 
tinue as a wholesale distributor of 
the major appliances in about the same 
number of markets as before the war. 

The company’s traffic appliances, as 
in the prewar years, will be distrib- 
uted through multiple wholesale out- 
lets in order to reach all types of 
retailer. The electrical dealer, depart- 
ment store, furniture store, utility out- 
lets, jewelry, drug and hardware 
retailers will be served by the same 
type of distributing organizations that 
supplied them in the prewar years. 


Traffic Appliances 


Wholesale drug companies such as 
McKesson & Robbins, Inc., and 
jewelry distributing agencies will be 
used for alarm clocks, heating pads, 
etc. Also, some G-E traffic appliances 
will be handled post-war as prewar, 
through such accounts as Montgomery 
Ward and Goodyear. 

It was also learned that in order to 
give price protection to all types of 
dealers, minimum prices for traffic 
appliances will be established under 
fair trade acts in all states having such 
laws. 
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WERE ELECTRIC 
TABLE RANGES 


ELECTRICAL 


BOMBER 
TURRETS 


Turret for TBM-2 Avenger Torpedo Bomber 


Samson Variable Control Electric Table Range 


Samson United Could Supply 


Of all the war items we are producing, the most elabo- 
rate, most complicated, and most exacting is the power 
Turret for the Avenger Torpedo Bomber. For three years 
we have been building it to the rigid specifications laid 
down by the United States Navy . . . and despite man- 
power and material shortages, we have met or sur- 
passed monthly quotas of increasing volume. 

if the facilities now devoted to this one war item 
alone were made available for peacetime manufacture, 
we could, if necessary, produce 125,000 Samson Elec- 
tric Table Ranges every month! 

Unlike ordinary electric table ranges, the new Samson 
has variable control that provides graduated heat, yet 
automatically maintains the temperature selected. Thus 
it achieves the flexibility of a gas range. 

We are eagerly awaiting the day when we can again 
apply our mass-precision skill and resources, amplified 
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More Than 125,000 


by wartime progress, to the volume production of 
Samson Variable Control Ranges and many other 
quality electrical appliances. 


SAMSON UNITED = pe ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 
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CNAPP-MONARCH OFFERS 


Poor quality merchandise can ruin the 
future of your business! 


For that reason we will never sacrifice 
quality for quantity. When production is 
resumed we will maintain the same high 
standards of fine materials, precision 
manufacturing and sound engineering that 
have made our ~*%M~ trademark a symbol 
of quality and value to millions of cus- 
tomers. 


If it isn’t the finest appliance on the 
market—it won’t be 


President 


YOU A COMPLETE LINE!... 
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KNAPP-MONARCH 
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130 Million Advertisements Are Telling Your 
Customers the KM Line is the Quality Line 


ott 


Week in and week out werful consumer ony | 
in these leading national magazines and newspapers 

ing future customers and future profits for KM 
dealers and distributors. 


Only KM Offers You These 
Four Big Advantages: 


1 Immediate production as soon as 
Uncle Sam gives us the green light. 


2 The most complete line in the 
industry. 


3 Profit-proven, time-tested, 
trouble-free appliances backed by 
20 years manufacturing experience. 


4 Consistent national advertising 
that is building consumer demand right 
now! 


Your Best Bet For Bigger Profits and A Bigger Future Ils M~ 


ST. LOUIS 16, MISSOURI, U.S. A, 


BUY ANOTHER WAR BOND TODAY! 


-PROFIT PROVED! BACKED BY 20 YEARS 
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Ad where do you come on 


Millions of Americans are already dreaming of the 
day when they can be “sleep-happy.”’ snoozing in 
sunshiny bliss under “electrically-warm” G-E 


Blankets. 


Just before the war, 55,000 blankets were sold to en- 
thusiastic users. During the war, we are further 
perfecting what we pioneered. Not making electric 
blankets, of course, but turning out “electrically- 
warm” clothing for our Army Air Forces. 


After the war, the sky’s the limit as far as the potential 
G-E Blanket market is concerned. 


Already, postwar sleepers are being “warmed up” by 
an extensive ad campaign in Life, Good House- 


keeping, House Beautiful, Harper's, This Week, 
and The Atlantic Monthly, and also by the great 
new G-E radio show “The G-E House Party.” 


Count your customers, plan your share of the “sleep- 
happy” market now. And write us for further in- 
formation. General Electric Co., Appliance and 
Merchandise Dept., Bridgeport, Conn. 


FOR FUN: Don’t miss Art Linkletter, in “The G-E House 
Party,” every afternoon, Monday through Friday,4 p.m., 
E.W.T., CBS. Other G-E programs are “The G-E 
All-Girl Orchestra,” Sunday, 10 p.m., E.W.T., NBC. 
“The World Today,” News, Monday through Friday, 
6:45 p. m., E.W.T., CBS. 


FOR VICTORY—BUY AND HOLD WAR BONDS! 


Automatic Blankets 


Covering SLEEP-HAPPY America Tomorrow! 


GENERAL @ ELECTRIC 
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DEPARTMENT STORE 


APPOINTMENTS 


Greet Bros., Pitrspurcs, recently 
announced the appointment of Robert 
F. Meurer as buyer of lamps and elec- 
trical goods. Mr. Meurer was for- 
merly with Bailey Cox, Cleveland. 


Gerorce KIMMELBLATT has been made 
merchandising manager of house- 
furnishings, electrical appliances, 
lamps and china at the S. Kann Sons 
Co., Washington, D. C. 


Joun FarrsaAnK was made associate 
manager of major appliances, radios 
and records in a recent readjustment 
of the home furnishing staff of Man- 
del Bros., Chicago, Col. Leon Mandel 
announced. The former department 
manager of housewares, major appli- 
ances and radios, Morris Berman, has 
been appointed divisional merchandise 
manager of all home furnishings. 


Frep HAL recently joined the Louis 
Harris Department Store in Mont- 
clair, N. J., as buyer of housewares, 
major appliances, glass and china. 


Tue North MEHORNAY FURNITURE 
Co., Kansas City, Mo., recently named 
Floyd Palmer major appliance buyer. 


James Ocpen has been appointed 
assistant buyer in the radio-record de- 
partment of Bamberger’s, Newark. 


GoopMAN’s DEPARTMENT STORE, 
Franklin, nd., has announced the ap- 
pointment of Carl Alexander as buyer 
of appliances, house furnishings, furni- 
ture and floor coverings. 


Witiam M. Scunerper, formerly as- 
sociated with Sears Roebuck as di- 
visional manager, has joined Hearn 
Department Stores, Inc., New York, 
as buyer of radios, musical instru- 
ments, phonograph records and sheet 
music. 


Frep Putts has been appointed 
lamp buyer for Montgomery Ward 
& Co. Chicago. He succeeds Fred 
Nygren, now in the navy, according 
to John C. Wagner, division manager. 


Wess has been named buyer 
of small appliances of Jordan Marsh 
Co., Boston, a new position in the 
store. Formerly the small appliance 
section has been part of the house- 
wares dept. 


James GrnsperG, formerly buyer at 
Abraham & Straus, has been ap- 
pointed divisional merchandise man- 
ager of stoves, major appliances, 
plumbing supplies, kitchen furniture, 
etc. Harotp BaAssorF was recently 
named buyer of major appliances for 
Abraham & Straus, in addition to his 
present duties as radio buyer. He will 
operate under sugervision of James 
Ginsburg, divisional merchandise man- 
ager. 


Epwarp M. Darrow, has been ap- 
pointed manager of electrical appli- 
ances and insulation materials to re- 
place Theodore S. Corwin at L. Bam- 
berger & Co., Newark, N. J. 


Lester Laipic, for the last five years 
advertising manager of Lamson Bros. 
Co., Toledo, O., department store, has 
become advertising and sales promo- 
tion director of the Peoples Outfitting 
Co., Detroit, succeeding Ralph Mur- 
phy, who resigned to establish his own 
business in Los Angeles. Mr. Laidig 


came to Lamson’s from the Blass Co., 


Little Rock, Ark. 
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“Big Set” Tone in “Compact” Sets 
e In Olympic’s “‘tru-base’”’ system, new electronic a 
- principles replace— within the electrical circuit— 1 area of 
heretofore “‘lost’’ in all but acoustic loss 
a By restoring true resonance to the bass register, * 
s, “tru-base’’ releases ‘‘ear-balanced’”’ realism through- ‘ 
e, out the entire tonal scale. ‘‘Tru-base’”’ will be avail- ‘ 
y able in modestly-priced, brilliantly styled Olympic * 
4 table sets and radio-phonograph combinations. Reg- s 
ll ister your interest by writing to: Olympic Radio & 8 
Television, 510 Sixth Ave., New York 11, N. Y. =e eee eee eee ee ee eee 
1- 
1- 
tru-b 

and only has tru-base 
RADIO TELEVISION 

DIVISION OF HAMILTON RADIO CORPORATION 
iS 
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Tue equivalent of 23,000 years of metallurgical 
and ceramics research was required to perfect 
SMITHway Permaglas for water heater tanks. Just 
“any glass lining” won't do! There is no way to by-pass the time, 
patience, scientifiic knowledge and facilities required to develop 
the ceramics formulae and the metallurgical processes that have 
made Permaglas possible. 


Resistance to thousands of specimens of water, and a multiplic- 
ity of other time-consuming tests starting way back in 1929, 
continued for eleven long years before we were ready to offer 
Permaglas to the public. 

These are the “hidden values” of Permaglas ... reasons why 
“there is only ONE Permaglas,” the sparkling blue, mirror- 
smooth, glass-fused-to-steel lining that makes Permaglas Electric 
Automatic Storage Water Heaters the easiest to sell, and the best 
anyone can buy. 


Write for ‘The Inside Story 
of Permaglas’’...a great aid 
to sales! 


CHICAGO 4 
SEATTLE 1 


TOLSA 3- HOUSTON 2- DALLAS) 
iN INGLIS CO., 


/ VP 


A. O. Smith Corporation, Dept. E145 H. 
Please send me a copy of “The Inside Story of Permaglas.”’ 
Name Title 


Buy an Extra War Bond This Month 
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FILTER QUEEN GOES TO CANADA—Arrangements for the manufacture and sale 
of Filter Queeo Vacuum Cleaners in Canada were concluded recently by Health-Mor, 
Inc., Chicago, Ill. Walter & Co., of Toronto have signed for exclusive rights to 


manufacture and distribute through the entire Dominion. 


Production is expected to 


start by midsummer. Shown above, left to right is Albert E. Kramer, vice president, 
Frank C. Callahan, president, and Roy R. Owens, secretary—all of Health-Mor Inc. 
C. Walters and associate Pat Paul of Walter & Co., Toronto, Canada 


A farmer out in the field breaks a 
harrow point or takes a nick out of a 
plow share. In the old days he had to 
drive back to the barn remove the 
part, haul it to town and wait a day 
or so before it was repaired. Breakage 
always meant loss of time. 

Hence the popularity among farmers 
of electric welding outfits which per- 
mit them to haul the machine to the 
harn lot, repair it and be back in the 
field after only an hour or so delay. 

With or without sanction, farmers 
have been lugging welding equipment 
to their farms and frequently raising 
havoc on the lines. As a result, official 
attention has been paid to electric 
welders for the farm by the Rural 
Electric Equipment Council of the 
North Central Electric Industries, 
Minneapolis, whose March meeting 
was attended by members of the REA 
and commercial utilities, faculty mem- 
bers of the University of Minnesota 
Farm School and other factions locally 
interested in Minnesota. 

Net of this Minnesota meeting was 
to recommend: 


1, The sale and use of unapproval or 
home made welders should be discour- 
aged or prohibited. 

2. Limitations of small, low-priced 
welders of the transformer type should 
be stated by the manufacturer and seller 
with special reference to safety meas- 
ures. 

3. Resistance type welders are not 
recommended for farm or general use; 
and the motor generator type will prob- 
ably find a limited use due to its greater 
initial cost. 

4. No welder having an input rating 
of more than 12 amperes at 110 volts 
should be used on a 110-volt outlet or 
circuit. Welders rated at more than 12 
amperes should be equipped with a 
special 3-pole polarized plug for connec- 
tion to a 220-volt, 3-wire circuit. 

5. For ordinary farm repair purposes, 
welders of 150 ampere rating should be 
acceptable as to performance on farms 
served by a 3 Kva. or larger transformer. 
Welders in excess of 150 amperes may 
be installed only by special permission of 
the utility. 


JUNE, 


1945—ELECTRICAL 


Electric Welders for Farm 
Arouse Official Attention 


Minnesota Council 
Acts to Prevent Misuse 
of Equipment on Farms 


6. In all cases, it is recommended that 
the customer notify his utility of his in- 
tent to purchase and install an electric 
welder. 

7. Power factor correction is desirable, 
although not required by all REA proj- 
ects or power companies. 

8. All electric welders should be of 
approved construction as evidenced by 
the Underwriter's label or other compe- 
tent agency. 

9. The requirements for safe and ade- 
quate wiring should be set forth in all 
consumer literature and instruction books 
relating to electric welders rated in ex- 
cess of 12 amperes at 110 volts. 

10. In general, the size of wire for 
circuits supplying welders should be in 
accordance with the National Electrical 
Code. Instructions should warn users not 
to disconnect welders by pulling out the 
receptacle cord or plug in case of 
“freezing.” A di ting switch must 
be a part of the welder, or separately 
installed as required by the code. 


These recommendations are set forth 
in order to arrive at uniformity in 
selling and installation practices, with 
maximum safety and service to those 
who have use for electric welding 
equipment. State laws of Minnesota 
require safe wiring practices and REA 
or power company regulations are 
designed to protect their equipment as 
well as to assure safe and adequate 
service to the consumer. 


Raytheon Moves 
New York Office 
The Radio Receiving Tube Division 


of the Raytheon Co. announces that 
its New York offices formerly at 420 


Lexington. Avenue will be located in - 


the Lincoln Bldg., 60 East 52nd Street. 
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the Heating Pad EVERYBODY 
HOSPITALS 


Because the Casco 30-heat 
Wetproof Electric Heating 


Pad can be wasHeD to keep 


it sanitary—even steam-steril- 


- ized. The Castex vulcanized 
~ cover has been tested by boil- 
~ ing and baking in an oven for 
nc. over 1000 hours. More, even 
the very sick can make tem- : 


perature adjustments in the ‘ 
dark with this pad, thanks to 

the easily adjustable “Nite- 

Lite” dial. 


Pad is SAFER against spilling 


of 
by “accidents,” SAFER against 

perspiration, SAFER to use in 
f insures the most comfortable 

or 

temperature at all times. 
not iy PES: Washable covers in beautiful 

Vike pastel colors make the pads 

Ss Do not write—phone—or wire. 
rth “ba Your wholesaler will notify you 
thd when distribution can be made. 

a 
ose 
ing 
are 

_ Back in Production! 
AUTOMATIC ELECTRIC 
ion f m2 
CASCO PRODUCTS BRIDGEPORT 2, CONN. 
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Keep Temperature and 


Current 
Controlled with 


MICRO SWITCH 


‘Temp Cop 


TEMP COP 


Do you have a present or prospective application demand- 
ing automatic control of temperature and or current, within 


predetermined limits, in electrical apparatus? 


Give the job to the Micro Switch Temp Cop—the precise 
thermostatic contactor which employs the universally ac- 
cepted Micro Switch snap-action spring principle to give | 
instant response through bimetal elements to changes in | 
temperature or current. These elements can be selected to 


meet a wide range of special needs. 


Temp Cop’s thermostatic element, with coin-silver contacts, 
is designed to open or close with a temperature rise; reverse _ 
action is automatic as the temperature drops. Alarm or pilot 


circuit may be initiated to respond to temperature variations. 


Temp Cop is a thumb-size, rugged, dependable, durable 
unit built on a rigid ceramic block. It has proved useful 
and reliable in hundreds of unusual... as well as regular 


... applications. Write for complete data. 


BUY EXTRA WAR BONDS! 


LET'S ALL BACK THE ATTACK \ 


© First Industrial Corporation 


MDUSTRIAL CORPORATION 


SERVICE TRAINING FILM—lIn the Westinghouse's new service training film, “It All 
Adds Up" the inexperienced serviceman looks pleased because, after several bad 
boners, he is learning how to temper explanations of service troubles to homemakers. 
The film is designed to teach servicemen how to be good consumer relations employes, 


as well as good servicemen. 


Kansas City Association 
Has Post-War Appliance Plan 


The wholesalers of major and small 
home appliances of the Electric Asso- 
ciation of Kansas City, Mo., are 
bound together in a committee of 
twelve members representing the ma- 
jority of the local and national whole- 
salers’ located here. This committee is 
known as the distributors committee, 
and is headed by a chairman, Kenneth 
G. Gillespie, general manager of the 
wholesale division for Jenkins Music 
Co. Luncheon meetings are held once 
or twice a month and problems pe- 
culiar to the industry are discussed 
and plans for operation laid out. 


Present Operations 


Present plans and operations are, 
says Secretary Harry F. Bennetts: 

1. Listing by each distributor all 
lines of major and small home appli- 
ances. This list is carried at the office 
and is cross-indexed to give a com- 
plete picture of the lines carried, or 
the name of the distributor carrying 
a given line. This information is sent 
to each member of the committee 
thereby giving him a complete picture 
of all such lines being carried here and 
the name of the distributor of each. 
Additional information, such as 
changes of any kind, may be obtained 
by telephone from the office. All such 
information is available to the electri- 
cal industry in this trade area. 

2. Contemplated is a program of 
listing with the office the names of all 
dealers and the lines franchised to 
them by each distributor. In addi- 
tion to this information, it is also 
planned to report the name of each 
individual, or firm, applying for a 
dealership and the lines he wished to 
obtain. This information will also in- 
clude the date of his call and any other 
information that would be of interest 
to any other distributor who might be 
called upon by the same party. With 
the office in possession of this informa- 
tion it will be a simple matter for any 
distributor to check each prospective 
dealer, both as to the lines he now has 
franchised to him, and the lines for 
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Listing of dealers, distributors 
and employes contemplated 


which he is attempting to obtain a 
franchise. It is believed that this sys- 
tem will eliminate, or at least tabulate, 
the dealer attempting to carry more 
lines than he is able to handle success- 
fully. 

3. Listing with the office the names 
of all employees leaving the service of 
one distributor to enter the employ of 
another. It is believed that such in- 
formation will be something of a deter- 
rent to the “advance artist” jumping 
from one employer to another. 

4. Cooperation with all dealers in 
bringing about a mutual understand- 
ing between the two groups and a com- 
mon understanding of the problems of 
each. 

5. Offering the dealers a cooper- 
ative window trimming and advertis- 
ing service that would lower the costs 
to each and increase the quality of such 
service. 

6. To develop mutual understand- 
ing, frankness and aid among all mem- 
bers of the Kansas City trade area dis- 
tributors. 


Conlon Corp. To 
Improve Plant 


At the recent annual meeting of the 
directors and stockholders of Conlon 
Corp., manufacturers of household 
washers and ironers, plans for post- 
war plant improvement and expansion, 
increased production and a stepped-up 
sales program were approved. 

Bernard J. Hank was re-elected 
president and chairman of the board. 
Others re-elected were I. N. Merritt, 
vice-president and general manager; 
Tom Conlon, vice-president in charge 
of sales; H. E. Angier, treasurer. 


1945—ELECTRICAL MERCHANDISING 


i 
= 
| 
| 
(ms 
ADI OM OF 
PAGE 110 | 


E, at Templetone, are not going to make the 
most radios—nor the cheapest radios—nor the high- 
est-priced radios. But we are going to produce radios 
so highly qualitied in performance and appearance— 
and so invitingly priced—as to meet all or any com- 
petitive price ranges on all types of models. In brief, 


top values for your customers —top profits for you! 


TEMPLETONE RADIO MANUFACTURING CORP. 


. New London, Conn. 


FM...TELEVISION...RADIO-PHONO’ COMBINATIONS 


“Where FM will also mean Finest Made” 
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You may be surprised by Page 27 
in the April issue of a magazine 
that has become a living partner 


of two million American women 
each month. 


You would not be surprised if 
you were a regular reader of this 
influential magazine, because you 
would expect it to publish big 
things ... you would have read 
Maurice Maeterlinck and Mrs. 


Chis 


: friend shook his head doubtfully. He 
By Helen Hayes 


me to tell what America means 


“Several days later, showed him 


erence of our 
. Despite the seeming indiff The 
much to me that American newspaper.” Act wes abolished. The repre- 
fright began analy yh mated quite sim| pre have ed 
shout this wondertul land of eure could be in Like « man who is in love with « 
To me, America means : It means a charming expressing , : for her, but finds the words 
imiom in the face of disemer. profound woman, he feels his sentiment every American loves 
superficiality which is only « front cult to say nands for. In its short hisory, America 
it means the gift of laughter. his country 
a sense of fair play. 


has fought many wars, all of them for bath tor 
and its fellow-nations. In my current which embodies 
expremes the spirit of America beter than om) is passage written by Harriet Beech 
spirit of our country: — 
My sword is strength, my spear is “sent Electric word! 
With these upon stubborn does your nation, but freedom 10 the 
hallen 
my ia uP It is the right of man to be right, 
World brute: she right to prowess character of his own, unsubject 
husband, Charles MacArthur cations that love to laugh of ther 

War II as “a struggle between good guffew even if they to ere clormists whe contend that the spicit 

those that wouldn't recognize * 6% has never deflected There There are those who insist 
ane it im bell.” And yet America’s gaiety passage lame,” that, “We won't 

A of its purpose. : i insist our 

it. from the serioumess Washington : faith in their 

Back im 1940, 1 friend of ours had never before been to loot wor. They 
Regine.” A German see Congress in session. We end Civil and! 
him to the Senate chamber ons, ing « harangue ageinet who fail to} 
An isolationiat Sone Act. As he spoke, some e and 
abolishment of | their seats, went out for a whole. 
colleagues aaunsered beck. We learned Walter Reed 
World Serie which was then in prog: 
German friend wee coche? 


ate fen't 
Hatem to baseball scores? That would be would fall apart, 
are underestimating the wisdom and oor 
Hligence of our Congress,” I told him. in their pro- 
“These senators have slready reache toc "ll be on my feet 
the Neutrality Act. They I'll get along just 
<wier what it stands for and how they will the cast. “It 
Seay vic” 1 tried to explain to him thet worth everything.” 
they were interested in learning the 
Pecaeall sores, it did not mean that they con 


Roosevelt and Fannie Hurst in 
this same monthly series. 

We feel that you will want to 
read the stirring creed of Helen 
Hayes. It is filled with the pride 
you feel. 


Our conviction that the whole 


magazine every month richly lives 
up to the “This Is My America” 
series is why we are proud of 
True Confessions. 
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The Franchise 
that leaves you 


best in every field 


When you take your pen in hand to place on the 
dotted line the signature that makes you an author- 
ized Zenith Radio dealer, you are truly signing the 


radio dealer’s Declaration of Independence. 
For—in so doing—you sign a franchise 


which is dedicated to the policy of 


—expressed again and again by Zenith through the 
years of its continuous progress to the outstanding 


supremacy it now enjoys—thanks to you radio mer- 
chants of America. 

To be free to choose the best in every field to 
present to your local public is representative of the 
American way of doing things. A Zenith franchise 
carries no forced combinations of refrigerators, 
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washing machines, ranges, etc., for Zenith makes 


radionic products—and radionic products only. 

No diversification, no scattering of manufacturing 
effort among many products—rather, extreme con- 
centration on one thing for you—the finest possible 
“Advanced Engineering’’ line of Zenith Radionic Radios. 


Watch Bentth! 


Keep in touch with your Zenith Distrib- 
utor. He is being kept informed on latest 


factory developments. 


ZENITH RADIO CORPORATION e¢ CHICAGO 39 


RADIONIC PRODUCTS. EXCLUSIVE 
WORLD'S LEADING 
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Making the 
B.T.U.’s Behave 


N RHEEM’S Pasadena, California Laboratory, are 
| (plier the company’s research and quality 
control. From here improvements are fed out to 
Rheem's decentralized network of 15 plants. 

In the picture above, two laboratory technicians are 
making sure that these automatic water heaters live 
up to the Rheem reputation. 


When it comes to appraising the performance of a 
heater, or any appliance in the Rheem line, these ex- 
perts are strictly from Missouri. With the finest, most 
sensitive instruments they make spot tests of every part 
of every appliance. It’s got to be good, safe and efficient 
—or it doesn’t get by. 

But the Rheem Laboratory Group has more than 
the tools for testing. Collectively, they represent a sum 
of priceless experience in the study and use of heat. Yet 
they don’t rest on this experience. They keep right on 
studying ... never stop looking for ways to make liv- 
ing more comfortable. . 

That's why today’s Rheem products are famous for 
better, safer, more economical service. It is also the 
reason why the Rheem peacetime line will reach an 
even higher standard of quality. 


In your plans for the future . .. include Rheem 


RHEEM 


MANUFACTURING 
COMPANY 
Executive and General Sales Offices 


New York « San Francisco + Los Angeles 
Chicago » Washington, D.C. 


MARKS 40th YEAR—Stromberg-Carlson's sound equipment division was one of the 


firms which recently helped celebrate the 40th anniversary of Elliott-Lewis Electrical 

Co., Inc., Philadelphia, Pa. Left to right, David Douglas of Elliott-Lewis sales staf: 

Ben Saxton, Pittsburgh sales representatives of Stromberg-Carlson sound equipment 

division; Frank Elliott, Jr., president of Elliott-Lewis; and J. B. Martenson of 
Elliott-Lewis 


BirMINGHAM, Ata. — William C. 
Allen, formerly manager of the appli- 
ance department of Pizitz Department 
Store, Birmingham, has organized the 
firm of William C. Allen & Associates, 
and will act as district merchandisers 
for Sparton radio in Mississippi, Ten- 
nessee, Georgia, Alabama and north- 
west Florida. 


Los ANGELES, Ca.ir.—Radio & Tele- 
vision Supply Co., a division of Sues- 
Young Co., has taken new and larger 
quarters at 1509 South Figueroa. 


BurtinGAME, Catir.—Modern Appli- 
ance Co. recently opened retail branch 
stores at 1203 Burlingame Ave., Bur- 
lingame, Calif., and 2038 Broadway, 
Redwood City, Calif. 


Denver, Coto.—B. Walter Slagle has 
become an active partner and owner 
with O. F. Achtenhagen in the Radio 
and Appliance Distributing Co., long 
established Philco distributor serving 
the Colorado area. 


Fra—D. C. Cunningham, for 
the past five years Southern division 
sales manager for Easy Washing Ma- 
chine Corp. with headquarters in At- 
lanta, has been named general sales 
manager of Major Appliances, Inc., 
of Florida, according to W. D. Row- 
land, president. 


ATLANTA, Ga.—Associated Distribut- 


ing Co., a subsidiary of the American 
Associated Companies, with offices at 
308 Ivy St. N. E., Atlanta, Ga., has 
set up an organization to handle a 
complete line of radios, refrigeration 
and household appliances for Atlanta 
and surrounding territories. Samuel 
M. Aiola will be general manager in 
charge of sales. 


New Orteans, La—O. G. H. Rasch 
has organized a new wholesale dis- 
tributing firm, The United Distribu- 
tors, Inc., with offices at 539 Caron- 
delet St. Julius L. Rosenblum is the 
executive vice-president. Other mem- 
bers of the organization are Al. Levin, 
vice-president and merchandise man- 
ager; J. Bruce Barousse, territory 
supervisor; Earl Ford, sales promo- 
tion manager; Henry Develle, Jr., 
dealer relations, L. Deidrich, stock and 
service superintendent ; and M. Denis, 
office manager. 


Muskecon, Micu.—Fred L. Rodolf, 
Muskegon Heights, Mich. announces 
the organization of the Manufacturers 
Sales Co. of Muskegon, to distribute 
electrical appliances and radios. 


Kansas City, Mo—The Enterprise 
Wholesale Furniture & Stove Co. of 
Kansas City, Mo., is planning to dis- 
tribute appliances after the war ac- 
cording to Myron A. Loewen, presi- 
dent. 


Newark, N. J.—John A. Cuzzone, 
president of American © Appliance 
Corp., 31 Wilsey St., has announced 
the appointment of Richard V. Osmun 
as sales manager. 


Burrato, N. Y.—TheMutual Alliance 
Distributors was recently formed to 
wholesale appliances, according to T. 
Philip Begy. The new concern has 
purchased a building at 122 Clinton St., 
which, after remodeling, will be used 
as offices and showrooms. 


New York, N. Y.—York Automotive 
Distributing Co., Inc., wholesale dis- 
tributor for Motorola radios announces 
the change of its name to Motorola- 
New York Inc., according to Nathan 
Cooper head of the firm. A branch in 
New Jersey will be known as Motor- 
ola-New Jersey, Inc. . 


New York, N. Y.—Ben Gross, presi- 
dent of Gross Distributors, Inc. re- 
cently announced that his firm, for the 
past 21 years distributors of Strom- 
berg-Carlson radios exclusively, will 
also distribute other products post- 
war including Premier, Schaefer Pak- 
A-Way food freezers, and Blackstone 
washers. The Gross Distributors 
territory comprises New York City 
and its environs, northern New Jersey, 
Connecticut and parts of western 
Massachusetts. 


CieveLann, O.—The Super-Cold Ohio 
Co., commercial refrigeration distribu- 
tors has leased a 3-story brick build- 
ing at 727 Bolivar Road, S. E. Cleve- 
land, for showroom and warehouse 
purposes. 


CLEVELAND, O.—The Ramsey-Bennett 
Co., Ohio distributors of G-E com- 
mercial refrigeration equipment is 
moving to new quarters—426-.\0 
Huron Rd., S. E. They were form- 
erly located at 727 Bolivar Rd. 
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sotive a 4 Our request for a DorMEyYeEr Electric Food Mixer trade name 
een 4 brought a flood of entries. From them our judges have selected 


yrola- the name, “MIXTIR”, to represent this latest member of our 
DorMEYER Electric Food Mixer family. The winning contestant is 
eng Victor Stluka of 2449 N. 16th St., Milwaukee, Wis. Our congrat- 
: a ulations, Mr. Stluka. é 
presi- 4g Recent surveys show that American families need and will bu 
Te over 1,000,000 Electric Food Mixers when restrictions are lifted. 


oe a For the present, DorMEYER Electric Food Mixers are available in — 
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AT LAST! Whether your name is 


Long or Short...heres a coupon 
big enough to get you the facts 
about a big opportunity .. . 


J 
Fill out and mail today - 


for facts about the astonishing new 


SmitHway STOKER 


and the tremendous selling opportunity it means to 

you! Thousands of home owners waiting to buy! 
O. SMITH Corporation, Dept. E-645 
4 Milwaukee 1, Wisconsin. 


1 
Tell me more about the coming SMITHway Stoker ‘ 
...and why it will be America’s Outstanding Stoker. 4 

4 This does not obligate me in the slightest way. ' 


Company or Store Name 


SONORA APPOINTS WALKER-JIMIESON—Walker-Jimieson, Inc., has been 
appointed Chicago distributor of Sonora radios. Above, right, Ralph Walker, 


president of Walker-Jimi is si 


Sonora. le 


g contract with Joseph Gerl, president of 


In the background are, left to right, Rex Gaynor, Paul Chauncey, and 
Russ Jimieson of Walker-Jimieson; and Ed Harris of Sonora. 


DISTRIBUTORS APPOINTED 


Admiral Corp. 


Wallace C. Johnson, manager field 
activities of Admiral Corp., announces 
the appointment of the following dis- 
tributor of Admiral radios and appli- 
ances in the Albuquerqtie and El Paso 
trading areas: 


Electric Supply Co., Albuquerque, N. M. 


Appliance Mfg. Co. 


Appointment of the following dis- 
tributors for Duchess washers was 
made recently by F. W. McGrath, 
sales manager of Appliance Mfg. Co., 
Alliance, O.: 


Wayne Spinks, Inc., Memphis, Tenn. 
Myer-Bridges Co., Louisville, Ky. 
United Electric Service, Monroe, La. 
Rackliffe Distributing Co., New Britain, 
Conn. 

Electrical Products, Inc., Baltimore, Md. 
Tri-State Supply Cu., Chattanooga, Tenn. 
Gulf States Distributing Co., Birming- 
ham, Ala. 

Igoe Bros. Inc., Newark, N. J. 


Bendix Radio Div. 
Bendix Aviation Corp. 


The following new distributor for 
Bendix radios was appointed recently 
by Leonard C. Truesdell, general sales 
manager for home radio, Bendix Radio 
Div. of Bendix Aviation Corp.: 


Albany Hardware & Iron Co., Albany, 
N.Y. 


The Estates Stove Co. 


S. C. Bernhardt, vice-president in 
charge of sales of the Estate Stove Co., 
announces the appointment of the fol- 
lowing Estate Heatrola distributers: 


T. A. O'Loughline& Co., Newark, N. J. 


Consolidated Sales Co., Richmond, Va. 


Fada Radio & Electric Co. 

The following new distributors have 
been appointed by Fada Radio & Elec- 
tric Co.: 


Dorman Electric Co., Baltimore, Md. 
John Bagliani, Baltimore, Md. 


Harder Refrigerator Corp. 


Harder Refrigerator Corp., Cob- 
leskill, N. Y., announces the following 
distributors of Harderfreez farm and 
home, freezers, according to Sam D. 
Vander, manager: 


Cloud Bros., South Rend, Ind. 
The Albany Hardware & Iron Co., Al- 
bany, N. Y. 


Horton Mfg. Co. 


E. A. Jordan, sales manager of the 
washing machine and ironer division 
of Horton Mfg. Co., announces the 
appointment of the following distribu- 
tors: 


*J. E. Miller Co., Pittsburgh, Pa. 
*Orgill Bros. Co., Memphis, Tenn. 
Philadelpiha Distributors, Inc., Philadel- 
phia, Pa. 

Providence Electric Co., Inc., Providence, 
R. |. 

*Richmond Hdw. Co., Richmond, Va. 
Good Housekeeping Center, Inc., Wilkes- 
Barre, Pa. 

Edward F. Hale Co., San Francisco, 
Calif. 

*Hendrie & Balthoff Mfg. & Supply, 
Denver, Colo. 

*Henkle & Joyce Hdw. Co., Lincoln, 
Neb. 

*House-Hasson Hdw. Co., Knoxville, 
Tenn. 

Kemp Equipment Co., Rochester, N. Y. 
*Albert Mathias & Co., El Paso, Texas 
Charles S. Martin Distributing Co., At- 
lanta, Ga. 

*C. H. Miller Hdw. Co., Huntington, Pa. 
Monroe Hdw. Co., New Orleans, La. 


* Horton pre-war distributors. 


F. L. Jacobs Co. 


The F. L*Yacobs Co. Detroit, Mich., 
announces ithe appointment of the fol- 
lowing distributors of their Launder- 
all: 


Chicago-Majestic, Inc., Chicago, Ill. 
Youngstown Equipment Co., Boston 
Mass. 

Walker Electrical Supply Co., Worcester, 
Mass. 

The Electronic Sales Co., New York City, 
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“W hat is it?” asked the 


Federa 


1 soldiers, when Mathew Brady’s rolling darkroom and laboratory first appeared at Bull Run; 


and “the what-is-it” became the name by which this historic vehicle was known throughout the Civil War. 


His READING gave EYES HISTORY 


Cr the smoking battlefield of 
Bull Run, early in the Civil War, 
lurched a strange and cumbrous ve- 
hicle. From its van-like interior a man 
emerged and began calmly setting up 
a camera. 


The man was Mathew Brady, first and 
in many ways greatest of front-line pho- 
tographers. The wagon was his rolling 
darkroom and laboratory. 

Photography was in its infancy in 1861. 
Equipment was crude and primitive. Yet 
before the war ended, Brady had made 
thousands of combat pictures which for 
clarity and diamond-sharp detail were 
unequalled in their day. 

Some years before the Civil War a book 
on photographic techniques had been 
written by Daguerre, the great French 
pioneer in that field. This book became 
the “bible” of Mathew Brady. From it he 
derived the inspiration and technical back- 
ground for his career. 

Like many another genius, Brady died 
neglected and penniless. But his priceless 
negatives eventually were unearthed and 
used to produce a 10-volume ‘Photo- 
graphic History of the Civil War.” 


History Repeats Itself 


Through the reading of Mathew Brady, 
history had been given eyes! Reading 
long has been the power and inspiration 
which has fostered the ideas and know!l- 
edge of all mankind. For it is the impres- 
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sion value of what one sees that registers 
indelibly and is never forgotten. 


If Brady had never read the works of 
Daguerre, perhaps the following success 
story of another pictorial history, pub- 
lished 33 years later, could never have 
been told: 


The Wm. H. Wise Co., Inc., book publishers, 
sponsored a back cover color advertisement 
which appeared in The American Weekly of 
March 26, 1944. This advertisement featured 
“The Pictorial History of the Second World 
War,” which sold for $3 and $4 a volume. 
As a direct result, Wm. H. Wise Co. will fill 
orders from the readers of The American 
Weekly for more than 36,000 volumes. This 
“breaks all records for The American Weekly 
or any other publication." 


Results such as this are a measure of 
reader influence . . . and reader influence 
is the product of reader interest multiplied 


by circulation. The American Weekly has 
an abundance of both. 


The American Weekly takes all of life for 
its province. In its pages are true stories of 
love, struggle and conflict . . . triumph 
and heartbreak . . . tears and laughter . . . 
the latest advances of science and medicine 

art... history... religion ... home 
economics ... fashions... food... beauty 
... Child care and education ... all author- 
itative, all written so simply and clearly 
that any one can understand them. 


The American Weekly, distributed 
through a group of great Sunday news- 
papers, brings the boon of good reading, 
in word and picture, regularly into more 
than 8,000,000 homes from coast to coast. 


The manufacturer who associates his 
product or his company’s name with such 
an influence is tying in with the most 
powerful known force in advertising. 


“The Nation’s Reading Habit” 
MAIN OFpice: 959 EIGHTH AVENUE, New York 19, N. Y. 
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Pisces OF THE PREFERENCE for General Electric 
Alarm Clocks comes from two recent surveys: 


i Questioned as to type, 69% of the 
women interviewed preferred an electric 


alarm clock. 


2. Questioned as to make, Gen- 
eral Electric was first choice for 
electric clocks by more than 2 to 1! 


Such a clear-cut lead is a mighty strong indication of 
where you can find increasing volume and expanding 
profits! 


And we're building for still bigger demand... 


selling your customers the convenience, accuracy, and 
dependability of General Electric Alarm Clocks with 
regular advertisements in Collier's, Liberty, Look, 
and Cosmopolitan. 


Only limited quantities are available now, while 
we're still working all-out on war production. But 
each G-E Alarm Clock you sell today means a satisfied 
customer, and a future prospect for your complete 
line of postwar G-E Alarm and Kitchen Clocks, 
Occasional Clocks and Striking Clocks. 


General Electric Company, Appliance and Mer- 
chandise Department, Bridgeport, Connecticut. 


FOR VICTORY — General Electric is working night and 
day to back the attack. You can help, too, by buying 
and holding more War Bonds than before. 


Everything Electrical for Homes after Victory 


GENERAL @ ELECTRIC 


TUNE IN: “The G-E House Party,” every afternoon, Monday through Friday, 4 p. m., E. W. T.. CBS. “The G-E All-Girl 
Orchestra,” Sunday, 10 p.m., E.W.T., NBC.“ The World Today,” News, Monday through Friday, 6:45 p.m., E.W.T., CBS. 


OPA Ceiling Price $4.95 plus tax 


Colen-Gruhn, Inc., New York, N. Y. 
Newburgh Distributing Co., Newburgh, 
N. Y. 

Fort Orange Radio Distributing Co. Inc, 
Albany, N. Y. 

Northrup Supply Corp., Johnson City, 
¥. 

Motor Parts Co., Philadelphia, Pa. 
Henry C. Stephenson, Jr., Washington, 

Radio Sound Corp., Baltimore, Md. 
McCormack & Co., San Francisco, Calif. 
Huletz Electric Co., Seattle, Wash. 
Clark Supply Co., Milwaukee, Wis. 
West Central Distributors, Rochester, 
N. Y. 

Cruse-Crawford Co., Birmingham, Ala. 


. Ray Thomas Co., Los Angeles, Calif. 


Deepfreeze-Detroit, Inc., Detroit, Mich. 

Chapman & Wilhelm Co., Charlotte, 
N.C, 

W. T. Shackelford & Co., Atlanta, Ga. 

Gulf Appliance Distributors, Inc., Tampa, 
Fla 


Interstate Electric Co., New Orleans, La. 
Alford's Wholesale, Albuquerque, New 
Mexico 

Home Appliance Co., Charleston, S. C. 
Hollander & Co., St. Louis, Mo. 
Superior Distributing Co., Oklahoma 
City, Okla. 

MACO Appliance Distributors, Kansas 
City, Mo. 


A. J. Lindemann & Hoverson Co. 


The A. J. Lindemann & Hoverson 
Co., Milwaukee, Wis., announces the 
appointment of the following distribu- 
tors for their ranges and water heat- 
ers: 


Dutton Lainson Hardware Co., Hastings, 
Neb. 

Emmons Hawkins Hardware Co., Hunt- 
ington, West Va. 

Crest Corp., St. Louis, Mo. 

Lone Star Wholesalers, Inc., Dallas, 
Texas 


The following companies will dis- 
tribute L. & H. electric ranges and 
water heaters only: 


Efengee Electrical Supply Co., Inc., Chi- 
cago, Ill. 

Butt's Electric Co., Chicago, Ill. 

Steiner Electric Co., Chicago, Ill. 
Tri-State Supply Co., Chattanooga, Tenn. 


Noblitt-Sparks Industries 


Appointment of new distributors to 
handle Arvin products were recently 
made by Noblitt-Sparks Industries, 
Columbus, Ind. as follows: 


Dunkerley Distributing Co., Jacksonville, 
Fla. 

Stratton-Warren Sales Co., Memphis, 
Tenn, 

Higgins Industries, Shreveport, La. 

The Allan Brown Co., Little Rock, Ark. 
Basham Appliance Co., Wichita, Kan. 


Sentinel Radio Corp. 


Sentinel Radio Corp., Evanston, III, 
announces the appointment of the fol- 
lowing distributors : 


M. Seller Co., San Francisco, Calif. 
Waitkus Supply Co., Bellingham, Wash. 
Wm. Volker & Co., San Francisco, Calif. 
Drake Hdw. Co., Burlington, lowa 
Arthur Fulmer, Fort Wayne, Ind. 
Charleston Wholesale Furniture, Charles- 
ton, W. Va. 


JUNE, 1945—ELECTRICAL MERCHANDISING 


No 


can pu 
by tug 
destru 
with 


GILBE 
they v 
unless 
of the 
firmly 


On the 
plugs 
prepar 


Then i 


| Distributors 
(OK wi MOS Wa 
people 
- smo * 
| — | 
| 
PAGE 118 


n Co. 


verson 
es the 
stribu- 
heat- 


stings, 
Hunt- 
Dallas, 


ll dis- 
es and 


Chi- 


, Tenn. 


tors to 
ecently 
astries, 


onville, 


»mphis, 


Ark. 


Can. 


No matter how often it is cautioned not to, the great Ameri- 
can public will continue to pull lamp-cord plugs from outlets 
by tugging on the cord. You can help make this habit less 


destructive by insisting that appliances you buy are supplied 
with GILBERT plugs. 


GILBERT plugs are insurance against ruined cord sets, because 
they won't let conductors pull out of the plug, accidentally, 
unless the wire and insulation both give way. That’s because 
of the ingenious way in which conductor and insulation are 


firmly wedged into the cap by the prongs. 


On the other hand, assembly and dis-assembly of GILBERT 
plugs is exceedingly simple. All that is needed is a knife—to 
prepare the conductor, and a sharp point—to release the prongs. 


Then it’s as easy as A-B-C to assemble the plug. 


ELECTRICAL MERCHANDISING—JUNE, 1945 


That’s Why 
Should Have 


tisk Your Supplier to furnish Gilbert plugs on the ap- 


pliances you order. If he doesn’t yet know about them, put him in touch 
with Gilbert Manufacturing Co., Inc., 24-20 46th Street, Long Island City 
3, New York. For immediate action have him phone AStoria 8-5151. 
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In most industries there are definite standards of leadership. 
In many industries these standards are known, accepted, even taken 
for granted by middleman and public. 


Previous to 1935 the only accepted signalling instrument for the 
modern home was the common door bell. With no pre-established 
standards of research, engineering, construction or performance of 
electric door chimes to work by, Rittenhouse did much to lay the 
foundation upon which the standards of the industry have been built. 


Since December 1935, when Rittenhouse designed, produced and 
promoted the first electric door chime on a national scale, Rittenhouse 
has continuously built toward a standard of leadership in product 
engineering, design and performance. And with comparable consis- 
tency has promoted consumer chime acceptance through nation-wide 
advertising, in keeping with the best practices of merchandising. 


War production techniques have given both inspiration and im- 
petus to these standards of leadership, In the interim period between 
war and peace, time has been found to improve the design of chime 
mechanisms from the “base plate” out. Tomorrow’s Rittenhouse 
chimes will reflect this influence in fine engineering and in the char- 
acter of a custom-made product. 


Leadership, and the standards which it imposes, carries with it two 
moral commitments, “Obligation” and “Responsibility”—to user 
and dealer. 


Rittenhouse will continue to adhere to these standards of leader- 


ship in the young, but growing, electric door chime industry that it 
has helped to create. 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, N. Y. 
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Stromberg-Carlson Co. 


Clifford J. Hunt, manager of radio 
sales, Stromberg-Carlson Co., Roch- 
ester, N. Y., announces the appoint- 
ment of the following distributor : 


Appliance Distributors, Inc., Indianapolis. 


Templetone Radio Mfg. Corp. 


Oscar Dane, president of Temple- 
tone Radio Mfg. Corp., New London, 
Conn., recently announced the appoint- 
ment of the following distributors: 


Eastern Wholesalers, Inc., Baltimore, Md. 
Littlefield-Green, Inc., Boston, Mass. 
Roehr Distributing Co., St. Louis, Mo. 
Appliance Distributors, Inc., Omaha, 
Neb, 

Northern Air Conditioning Corp., New- 
ark, N. J. 

Dixie Radio Co., Charlotte, N. C. 

The Peck Co., St. Johnsbury, Vt. 
American Distributors Co., Providence, 
R. |. 

Nu-Tred Tire Co., Peoria, Ill. 
Associated Industries, Inc., Detroit. 
Alabama-Florida Distributing Co., Bir- 
mingham, Ala. 


Utility Appliance Corp. 


Utility Appliance Corp., Los Ange- 
les, manufacturers of heating, cooling, 
and air-moving equipment and house- 
hold appliances, announces the appoint- 
ment of the following distributors, ac- 
cording to M. Breslow, vice-president: 


Higgins Industries, Inc., New Orleans, 
Ala. 

F. C. Stearns Co., Hot Springs National 
Park, Ark. 


Warwick Mfg. Corp. 


Announcement is made by Reau 
Kemp, general sales manager of War- 
wick Mfg. Corp., Chicago, IIl., of the 
following distributors: 


Wayne Spinks Co., Memphis, Tenn. 
Monroe Automobile & Supply Co., New 
Orleans, La. 


Zenith Radio Corp. 


Announcement was made recently 
by H. C. Bonfig, vice-presi?=nt in 
charge of household radio, c' Zenith 
Radio Corp., Chicago, Ill, of the 
following distributors: 


Radio Supply Co., Norfolk, Va. 
Nash-Steele Motor Co., Raleigh, N. C. 
Shobe Inc., Memphis, Tenn. 

Leo Maxwell Co., Oklahoma City, Okla. 


Meissner Moves 
Chicago Office 


New quarters of the Meissner Mig. 
Co., will be at 936 North Michigan 
Ave., according to announcement made 
recently by Oden F. Jester, vice-presi- 
dent in charge of sales. Godfrey Wet- 
terlow has been named eastern sales 
manager. 
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What 227,000 Milwaukee Families Want 


in Home Appliances and Equipment 


Here are the 1945 facts on the home appliance and equipment. 
market in the Milwaukee metropolitan area—all gathered from 
the homemakers themselves since January 1 for the 22nd Annual 
Edition of The Milwaukee Journal Consumer Analysis. 


And what a-postwar shopping list it reveals . . . 62,099 radios 
.~ . 55,370 vacuum cleaners . . . 51,991 washing machines... 
24,515 cooking ranges . . . 23,249 refrigerators! Also revealed 
are details on the type of appliances wanted, features desired, and 
other specific information to help you do a better job of advertis- 
ing and selling in Milwaukee. Copies are available to executives 
free of charge. Write to the Genera] Advertising Department. 


REPLACEMENTS NEEDED — Number of families needing 
major repair or replacement of refrigerator, vacuum 
cleaner, cooking range, washing machine, electric iron, 
radio, water heater, lighting fixtures. 


RADIOS—Types and makes of sets owned—type wanted 
when available, combination radio-record player console 
type, straight radio console or cabinet, straight radio 
table model, combination radio-record player table type 
—features wanted in new sets, television, FM, phono- _ 
graph, etc. 

FM RADIOS—Number of percentage of families owning 
FM radio sets, by income groups—division of all families 
as to whether they have ever listened to an FM set. 


REFRIGERATORS—Type owned, ice, gas, electric—owner- 
ship by income groups and by makes—type preferred for 
replacement. 


ELECTRIC WASHING MACHINES — Ownership by makes, 
types and income groups—type preferred for replace- 
ment. 


COOKING RANGES—Ownership by makes and by type, 
gas, electric, coal or wood—type preferred for replace- 
ment and miscellaneous market facts of interest to 
manufacturers. 


ELECTRIC SEWING MACHINES—Ownership by makes and 
by income groups. 


WATER HEATERS—Ownership by types, gas, electric, coal. 
and by makes and income groups. 


PHONOGRAPHS AND RECORDS—Number of families buy- 
ing records—main purchases by what member of family 
—brand preference. 


HOME HEATING—Number. heated by coal or coke, gas, 
or oil. 


HOME OWNERSHIP—Number of families owning homes, 
by income groups—division of all families as to type of 
home occupied, single dwelling, duplex, apartment. 


HOME BUILDING—Number of families planning to build 
or buy—prices they will pay—choice of location. 


THE MILWAUKEE JOURNAL 


Read in 9 Out of 10 Homes in the Metropolitan Area 
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I most industries there are definite standards of leadership. 
In many industries these standards are known, accepted, even taken 
for granted by middleman and public. 


Previous to 1935 the only accepted signalling instrument for the 
modern home was the common door bell. With no pre-established 
standards of research, engineering, construction or performance of 
electric door chimes to work by, Rittenhouse did much to lay the 
foundation upon which the standards of the industry have been built. 


Since December 1935, when Rittenhouse designed, produced and 
promoted the first electric door chime on a national scale, Rittenhouse 
has continuously built toward a standard of leadership in product 
engineering, design and performance. And with comparable consis- 
tency has promoted consumer chime acceptance through nation-wide 
advertising, in keeping with the best practices of merchandising. 


War production techniques have given both inspiration and im- 
petus to these standards of leadership, In the interim period between 
war and peace, time has been found to improve the design of chime 
mechanisms from the “base plate” out. Tomorrow’s Rittenhouse 
chimes will reflect this influence in fine engineering and in the char- 
acter of a custom-made product. 


Leadership, and the standards which it imposes, carries with it two 
moral commitments, “Obligation” and “Responsibility’—to user 
and dealer. 


Rittenhouse will continue to adhere to these standards of leader- 


ship in the young, but growing, electric door chime industry that it 
has helped to create. 


‘Belton 
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Stromberg-Carlson Co. 


Clifford J. Hunt, manager of radio 
sales, Stromberg-Carlson Co., Roch- 
ester, N. Y., announces the appoint- 
ment of the following distributor : 


Appliance Distributors, Inc., Indianapolis. 


Templetone Radio Mfg. Corp. 


Oscar Dane, president of Temple- 
tone Radio Mfg. Corp., New London, 
Conn., recently announced the appoint- 
ment of the following distributors: 


| Eastern Wholesalers, Inc., Baltimore, Md. 
Littlefield-Green, Inc., Boston, Mass. 
Roehr Distributing Co., St. Louis, Mo. 
Appliance Distributors, Inc., Omaha, 
Neb. 

Northern Air Conditioning Corp., New- 
ark, N. J. 

Dixie Radio Co., Charlotte, N. C. 

The Peck Co., St. Johnsbury, Vt. 
American Distributors Co., Providence, 

Nu-Tred Tire Co., Peoria, Ill. 
Associated Industries, Inc., Detroit. 
Alabama-Florida Distributing Co., Bir- 
mingham, Ala. 


Utility Appliance Corp. 


Utility Appliance Corp., Los Ange- 
les, manufacturers of heating, cooling, 
and air-moving equipment and house- 
hold appliances, announces the appoint- 
ment of the following distributors, ac- 
cording to M. Breslow, vice-president: 


Higgins Industries, Inc., New Orleans, 
Ala. 

F. C. Stearns Co., Hot Springs National 
Park, Ark. 


Warwick Mfg. Corp. 


Announcement is made by Reau 
Kemp, general sales manager of War- 
wick Mfg. Corp., Chicago, IIl., of the 
following distributors: 


Wayne Spinks Co., Memphis, Tenn. He: 

Monroe Automobile & Supply Co., New 

Orleans, La. mal 
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Zenith Radio Corp. 


Announcement was made recently An 
by H. C. Bonfig, vice-president in 
charge of household radio, of Zenith 
Radio Corp., Chicago, Ill, of the 24,5 
following distributors: 


are 
Radio Supply Co., Norfolk, Va. | 
Nash-Steele Motor Co., Raleigh, N. C. oth 
Shobe Inc., Memphis, Tenn. ing 
Leo Maxwell Co., Oklahoma City, Okla. free 


Meissner Moves 


Chicago Office 


New quarters of the Meissner Mfg. 
Co., will be at 936 North Michigan 
Ave., according te announcement made 
recently by Oden F. Jester, vice-presi- 
dent in charge of sales. Godfrey Wet- 
terlow has been named eastern sales 


manager. 
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What 227,000 Milwaukee Families Want 
in Home Appliances and Equipment 


Here are the 1945 facts on the home appliance and equipment. 
market in the Milwaukee metropolitan area—all gathered from 
the homemakers themselves since January 1 for the 22nd Annual 
Edition of The Milwaukee Journal Consumer Analysis. 


And what a-postwar shopping list it reveals . . . 62,099 radios 


.~ . 55,370 vacuum cleaners . . . 51,991 washing machines .. . 
24,515 cooking ranges . . . 23,249 refrigerators! Also revealed 


are details on the type of appliances wanted, features desired, and 


other specific information to help you do a better job of advertis- 


ing and selling in Milwaukee. Copies are available to executives 
free of charge. Write to the General Advertising Department. 


REPLACEMENTS NEEDED — Number of families needing 
major repair or replacement of refrigerator, vacuum 
cleaner, cooking range, washing machine, electric iron, 
radio, water heater, lighting fixtures. 


RADIOS—Types and makes of sets owned—type wanted 

when available, combination radio-record player console 
type, straight radio console or cabinet, straight radio 
table model, combination radio-record player table type 
features wanted in new sets, television, FM, phono- _ 
graph, etc. 


FM RADIOS—Number of percentage of families owning 
FM radio sets, by income groups—division of all] families 
as to whether they have éver listened to an FM set. 


REFRIGERATORS—Type owned, ice, gas, electric—owner- 
ship by income groups and by makes—type preferred for 
replacement. 


ELECTRIC WASHING MACHINES — Ownership by makes, 
types and income groups—type preferred for replace- 
ment. 


COOKING RANGES—Ownership by makes and by type, 
gas, electric, coal or wood—type preferred for replace- 
ment and miscellaneous market facts of interest to 
manufacturers. 


ELECTRIC SEWING MACHINES—Ownership by makes and 
by income groups. 


WATER HEATERS—Ownership by types, gas, electric, coal. 
and by makes and income groups. 


PHONOGRAPHS AND RECORDS—Number of families buy- 
ing records—main purchases by what member of family 
—brand preference. 


HOME HEATING—Number. heated by coa) or coke, gas, 
or oil. 


HOME OWNERSHIP—Number of families owning homes, 
by income groups—division of all families as to type of 
home occupied, single dwelling, duplex, apartment. 


HOME BUILDING—Number of families planning to build 
or buy—prices they will pay—choice of location. 
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Read in 9 Out of 10 Homes in the Metropolitan Area 
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NOTE: 


The importance of inventory turns to an 
appliance and radio retailer cannot be 
stressed too strongly. The difference in 
inventory turnover between the average 
profitable and average unprofitable ap- 
pliance business was only 0.6 turns a year 
in a recent study. The speed of Air Ex- 
press service allows you to keep inven- 
tory low without sacrificing customer 
service. 


Association vice - president 
for Oregon, Tom E. Roach, 
vice-president Northwestern 
| Electric Co., Portland. 


Berkeley Snow (left), NELPA secretary, and Arthur H. 
Wegner, commercial manager of Washington Water 
Power Co., Spokane, who served as chairman of the 
Utilization Section of NELPA's Northwest Section. 


sie 


In almost every business the speed of turnover is a profit- 
determining factor. That’s why Air Express is of ever- 
increasing importance in the operations of business firms 
throughout the country. 

The speed of Air Express delivery is so fast that the in- 
ventory of suppliers anywhere in the nation is yours in a 
matter of hours. 


That’s why you can maintain a minimum inventory and 
still give customers good service. 


Specify Air Express — Low Cost for High Speed 


25 lbs., for instance, travels more than 500 miles for $4.38, more than 
1,000 miles for $8.75, more than 2,000 miles for $17.50, at a speed of three 
miles a minute — with cost including special pick-up and delivery in all 
U. S. cities and principal towns. Same-day delivery between many airport 
towns and cities. Rapid air-rail service to 23,000 off-airline points in the 
United States. Direct service to scores of foreign countries. 

Write today for “Quizzical Quizz,” a booklet packed with facts that will 
help you solve many a shipping problem. Railway Express Agency, Air 
Express Division, 230 Park Avenue, New York 17. Or ask for it at any 


Airline or Express office. 


Appliance Promotion High on 
List of Northwest Utilities 


NELPA Utilization Meeting Stresses 
Need for Doubling Post-War Domestic Load 


The importance of salesmanship in 
creating postwar jobs, as well as in 
building load was emphasized at the 
meeting of the Utilization Section of 
the Northwest Section of the North- 
west Electric Light and Power Asso- 
ciation held in Portland, Oregon. Un- 
der the leadership of Arthur H. Weg- 
ner, Washington Water Power, chair- 
man of the section, postwar possibili- 
ties and obligations in industrial, com- 
mercial, lighting, appliances, house 
heating, agricultural electrification, 
dealer coordination and wiring were 
reviewed briefly but comprenhensively. 


Fluorescent Lighting 


The importance of an aggressive 
promotion program in the field of il- 
lumination to maintain loads in the 
face of the increasing use of fluores- 
cent lighting was brought out by Wal- 
ter E. Potter, reporting on a recent 
survey conducted by the G. E. Lamp 
Department with the help of utilities 
throughout the nation. In the five 
years of fluorescent development, light- 
ing levels have been raised more than 
in the entire previous 20 years. At the 
same time there has been a 7.9 per 
cent drop in kw.-hr. usage and instal- 
lations are running 10 per cent less in 
kw. for interior and 17 per cent less 
for window lighting than formerly. 

Commercial and industrial sales were 
reviewed in a discussion led by John 
Plankinton of the Northwestern Elec- 
tric Co. 

Orland Mayer, reporting for the 
Idaho Power Co. said that the pro- 


gram of that company would vary, de- 
pending upon the ability of dealers 
to handle the needs of customers. 
When dealers are able to render com- 
plete service, they will be encouraged 
to do so, the power company filling in 
where additional service is required. 
T. N. Hoss of the Portland General 
Electric Co. reaffirmed his company’s 
intention to remain out of equipment 
selling, but stated that the depart- 
ment personnel would be augmented 
with men returning frém the armed 
forces. 

Dealer coordination was the subject 
introduced by Pat Johnson of The 
Puget Sound Power & Light Co. 
with a summary of the proceedings of 
the meeting of company sales managers 
held during the preceding day to de- 
termine what would be sold in the 
five Pacific Northwest states and 
British Columbia in the first five years 
following the war. Most companies 
expect to double kilowatt-hour con- 
sumption, quite an objective in a region 
which already holds the highest aver- 
ages of the country. In many cases 
4,000 kw.-hr. annually per customer is 
to be aimed at, with an accompanying 
annual revenue to the power company 
of $50 and higher. The estimated total 
of ranges to be sold was 300,000, water 
heaters 200,000, and _ refrigerators 


400,000, with corresponding quantities 
of other appliances, plus many new 
ones such as home freezers and auto- 
matic laundry equipment. Practically 
all of these appliances are expected to 
be sold by dealers. 


Watler E. Potter, reporting 
on a G. E. Lamp Dept. sur- 
vey, reveals the effect of 
fluorescent lighting on load. 


A. C. McMicken, Portland General Electric Co., lack- 
ing @ Portland rose, pins a daffodil on “two-suit" Pat 
Johnson, vice-president of The Puget Sound Power & 
Light Co., who discussed dealer coordination. 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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Warwick ManuFACTURING CorPoRATION 


4640-89 


TO THE DEALER WHO 


w HARRISON street TELEPHONE 2727 


RADIO 


CHICAGO a4. 


IS BUILDING 


HIS POSTWAR FENCES TODAY: 


With a great numbe 


r of radio manufacturers seeking to establish postwar 


dealer organizations, the problem confronting the retail merchant as to 


which lines he wil 


1 handle, daily grows more complicated. Naturally. 


you want to know what CLARION offers that would make our dealer fran- 
chise 4 distinct advantage to the future of your business. 


Here is the picture as I see it. 


CLARION is aiming 


at the great middle market where volume sales mean 


volume profits. Our line will be built and priced to sell in volume 
against any competition. 


CLARION is @ name 


that has stood for quality for many years. Quality 


will continue to be our watchword. 


CLARION believes “in 4 sensibly short line To avoid burdensome inven~ 
tories, there will be no slow-moving luxury models, but there will be a 
model to meet every practical need. 


CLARION believes in aggressive advertising and sales promotion. CLARION 
dealers will be backed to the limit. 


CLARION believes in & limited distributor and dealer organization so 


needed. 


that merchandise will be available in adequate quantities when it is 


So, if you should become & CLARION dealer, the CLARION factory will see, 
‘insofar as it is humanly possible, that you get your share of CLARION 
production when you need it. ¢ 


That's about the biggest promise 4 manufacturer can make. 


SARS OFF 
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Cordially yours, 
WARWICK MANUFACTURING CORPORATION 


( President 
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EVAPORATIVE 
AIR COOLERS 


PROPELLER FANS 


Fan Type 
CIRCULATING HEATERS 


FORCED AIR FURNACES 


With the complete UTILITY line of air cooling, ven- 
tilating and heating equipment, you will have profit- 
able sales all through the year. Let us show you the 
advantages of handling all these appliances from 
one dependable source. 


Formerly Utility Fan Corporation 


4851 S. Alameda Street « Los Angeles Nl, California 
s 


James McKay, Portland 
General Electric Co., elect- 
ed new vice-chairman of 
the section. 


Utility Merchandising 


John Taylor of the B. C. Electric, 
presided over an exchange of views in 
regard to company merchandising 
policies, dealer development, sales 
training sales promotion and financing. 
The B. C. Electric plans to remain in 
direct selling in a limited way in or- 
der to provide leadership in a district 
where saturation is relatively low. The 
company dealer plan is being worked 
out in close cooperation with dealer 
and contractor organizations. It is 
proposed to continue sales training 
classes and advertising subsidies, as 
well as other dealer aids. Dealers in 
the past have spent $7 for each dollar 
the company has paid out in such co- 
operative advertising. Wiring would 
probably not be subsidized. 

The Puget Sound Power and Light 
Co. will not merchandise outside of 
Seattle, according to Pat Johnson. In 
Seattle it will do whatever the City 
Light does. In the postwar period a 
wider number of manufacturers and 
distributors will be brought into the 
field of power company cooperation. 

The Northwestern Electric Company 
has been out of merchandising for a 
long time and expects to remain so, 
according to J. C. Plankinton, but 
their dealer help program will be aug- 
mented in the postwar period. 

D. J. McGonigle announced as a new 
policy that the Montana Power Co. will 
do no merchandising, even of lamps, 
in the postwar period. A program of 
more energetic dealer cooperation is 
now in the process of formation. 

The Idaho Power Co. remains in 
the merchandising business, but has 
gradually decreased the scope of its 
activities, until in the last selling year 
it did not more than 6 per cent of the 
total volume of business. Because of 
extensive rural areas not adequately 
covered by dealers, it will probably 
continue to supplement dealer efforts 
wherever necessary, as reported by 
R. S. Overstreet. 

For the Pacific Power and Light 
Co., D. B. Leonard reported merchan- 
dising has been discontinued, but that 
his company felt that it had an ob- 
ligation to provide utilization equip- 
ment and to furnish appliance service 
if no one else was available to meet 
the need. Hence service centers will 
be maintained at each company office 
where a few small appliances may be 
sold, but the company’s major effort 
will be to assist dealers to sell through 
demonstration of equipment to cus- 
tomers. 

The Eastern Oregon Light and Pow- 
er Co. will not merchandise, according 
to Leon Gray. Telluride Power of 
Richfield, Utah will continue in the 
merchandising business because of 
scattered territory and lack of sales 


JUNE, 


Art Wegner and J. C. Plankinton, assistant general 
manager, commercial manager, Northwestern Electric 
Co., Portland, who revealed the utility's dealer help 
program will be augmented. 


coverage. Where dealers can do the 
job, according to W. O. Cluff, they will 
be encouraged to do so. 

The Washington Water Power is 
awaiting future development before 
making its final decision, said R. B. 
McElroy, in whose hands the dealer 
coordination program of that company 
rests. At the present time it is car- 
rying on a survey of every dealer to 
find out whether dealers really wish 
the power company to go out of mer- 
chandising or not and exactly to what 
extent and in what fields. It will also 
ask what helps dealers really want and 
will make use of, and which ones they 
do not care to be bothered with. He 
questioned too optimistic figures on 
postwar market possibilities, believing 
that sales effort will be required to 
make quotas, just as in the past. 

For the Portland General Electric 
Company, A. C. McMicken was em- 
phatic in saying that the company will 
continue its highly successful policy of 
leaving all merchandising to dealers, 
with the power company furnishing 
promotion and assistance. It will con- 
tinue to make advertising allowances, a 
policy which in the past had made elec- 
tric appliance affvertising dominate 
every newspaper in the territory. 
Dealers with this help have increased 
their own advertising by 660 per cent. 
In the past the company has made 
EH&FA financing available to deal- 
ers who want it and although it has 
not furnished free wiring, wiring can 
also be carried on long terms through 
this financing. A salesmen’s training 
program is again planned. 


Water Heater Standards 


Discussion of water heater standard- 
ization culminated in the carrying of a 
motion that Pacific Northwest com- 
panies be asked to declare themselves 
willing to accept EEI-NEMA stand- 
ards in this field. A survey of existing 
practices in this territory has shown 
that most companies favor a two- 
unit two-thermostat heater. Of the 
estimated 200,000 water heaters which 
Northwestern companies believe will 
be sold, R. E. Gale of the Idaho Power 
Company stated that he believed 
149,000 of them would be of this two- 
unit type. He felt that the time had 
come for standardization. He also 
recommended that each company estab- 
lish for its area standard installation 
charges which should include both 
wiring and plumbing. This will enable 
many dealers to sell water heaters, 
who do not have their own installation 
facilities. 

Although he preferred the higher 
wattage single-element type, A. C. Mc- 
Micken expressed the willingness of 
his company to accept standardization, 
in order to get the benefit of putting 
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A ert advertisers of radios know that in this two-sexed 
world of ours they must play a game of mixed-doubles to 
win ... must court the attention of both male and female. 
That’s why you'll find General Electric serving up its 
miraculous new FM “natural color” radio in the pages of 
The American Magazine, the magazine that’s edited with 
dual sex appeal. For General Electric knows that in The 
American Magazine its advertising is double-exposed to 


millions of technically minded men, millions of music- 


In the Service 
of the Nation 


loving women . . . multimillions of aspirational Americans 
who buy The American Magazine on the newsstands, who 
subscribe, or who beg, borrow, or steal somebody else’s copy. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


ELECTRICAL 
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heaters on a production-line-cost basis, 
Various manufacturers’ representatives 
present were asked for comments. The 
motion for standardization followed. 


Electric House Heating 


The “hot” subject of house heating 
was handled by A. C. McMicken, who 
reported on the experiments carried 
out by his company, as reported in 

ELECTRICAL MERCHANDISING for April. 
Limiting considerations are degree days 
in any given area and the cost of power, 
Portland’s average “degree-days” for 
the years 1942-44 was 4,231. In Mon- 
tana, Idaho and Utah, it would 
probably be more. From the stand- 
point .of power cost, Bonneville power 
at $17.50 per kw.-year puts house- 
heating on a service-below-cost basis 
which should be amended before the 
business is actively promoted. 
stallations in the Portland area run 
from 15 to 20 per month now. 

Homer Bender of the Washington 
Water Power Company expressed the 
belief that power companies were ob- 
ligated to serve this demand. He said 
that a heat factor, based on kilowatt- 
hours per degree day per 1,000 cu. ft. 
would give the answer practically for 
any area. C. W. Larue of Wesix 
emphasized the necessity of engineer- 
ing, insulating and installing carefully 
each househeating job. 

In conclusion a fact-finding commit- 
tee was appointed to bring back all 
data available to member companies, 
to make load and demand tests and in 
this way to aid the policy-making com- 
mittees and executives who will de- 
termine the future of this field. 

Practically all of the Northwestern 
companies plan extensive rural expan- 
sion, as brought out in a discussion 
headed by D. B. Leonard. On behalf 
of the member companies, a booklet 
on this subject is being prepared by 
Bozell & Jacobs, advertising agency, 
for wide circulation throughout the 
nation which will outline the degree of 
rural electrification which member 
companies have already achieved and 
foretell future benefits to farmers from 
plans in contemplation. It will be cir- 
culated to farmers, businessmen, leg- 
islators, schools and newspapers. 


Manufacturers’ Plans 


Manufacturers and distributors con- 
cluded with a “parade” of their plans. . 
R. G. Chamberlain of the Hurley Ma- 
chine Company told of Thor plans for 
making washers when permitted to do 
so. L. R. Wilson of the General Elec- 
tric Lamp department, assisted by 
Walter Potter demonstrated new light 
sources ready for the market as soon 
as they can be released. Tom Mellon 
of Wesix reported that a limited num- 
ber of water heaters and air heating 
equipment is available now. Joe 
Platt of Hotpoint mentioned his com- 
pany’s continuous advertising of the 
kitchen planning theme and emphasized 
its effect on future sales. George 
Miles Jr., of Westinghouse told of his 
company’s efforts to keep appliances in 
serviceable order, as an aid in building 

future markets. Ross Vieths of 
markets and emphasized the importance 
ve V- H. aVvrvis Alex Keuhlthau of Electromaster re- 
ported on his company’s shift from 
NEW cooking line. Mrs. Elizabeth Madi- 
gan, home economist for the General 
Brundage, spoke briefly on frozen 

foods and presented the G. E. movie 


Westinghouse Supply cautioned against 
of training and promoting for selling. 
Pa é M P A N a ae 4 . utilities to dealers and distributors and 
- of developments in the commercial 
Electric Co., introduced by Steve 
on that subject. 
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KNOCK-OUT 


LAYOUTS 


MUST BE SOME Way TO 
LAY OUT A LAMP TABLE — 
WITHOUT USING THREE 
HANDS / WEL-LL, JINX AN’ 
JILL FROM WESTINGHOUSE! 


BET YOU CAN 
SET THIS UP IN 


ELECTRICAL 


SEEN THOSE LAMPS GO//f SALES - BUILDING WESTINGHOUSE TABLE LAYOuT GuiDE? 
Vi 
> 
Lamp Division, Dept. 
SOLD, Y Bloomfield, New Jersey 
NEW stock a | Gentlemen: 
Z—" TOMORROW | | Please send me free your Table Layout Guide show- 
a ing 8 easy ways to bulld fast selling lamp displays. 
; 7, a 
Westi 
estinghouse 
o o | © WESTINGHOUSE ELECTRIC CORPORATION 


SAY! wuy DON’T YOU SEND FOR THIS TIME -SAVING, 


MERCHANDISING—JUNE, 


1945 


PAGE 127 


d 

| 

| | [LET'S Do THIS ONE! 

" COUNTER WILL WORK FOR You! SELL ! we 

| 

ht 

st 

al 

i- 

al 


RECOGNITION From 


RECOGNIZED AUTHORITY 


SILEX 


Trode Mark Reg. U. S. Pat. Of. 


COFFEE MAKER WINS 


National Coffee Association’s 
new Seal of Recommendation 


“... awarded only to manufacturers of brew- 
ing devices...which prove, by accurate and 
impartial tests, that coffee brewed according 
to manufacturer’s instructions meets the stand- 
ards set up by the Association’s brewing 


committee.” 


| as soon as the ink had dried on the announce- 
ment of its new Seal of Recommendation, the 
National Coffee Association awarded that Seal to Silex 
for a new Silex model, to be available when production 


can be set up. 


The Coffee Association’s bestowal of that Seal on Silex 
will confirm your own opinion that out of the continu- 
ous study and research at the Silex laboratories is coming 


today’s...and tomorrow’s...important improvements in 
coffee maker design. 


Watch Silex—now, and postwar! 


co. 


HARTFORD 1, CONN. 
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ST. JOHNS, P.Q., CANADA 


NEW POSITIONS OF THE MONTH 


Westinghouse Elect. & Mfg. Co. 


Gwilym A. Price has been appoint- 
ed executive vice-president of the 
Westinghouse Electric and Mfg. Co., 
Pittsburgh, Pa., according to an an- 
nouncement by George H. Bucher, 
president. Mr. Price will report to 
Mr. Bucher. 

Mr. Price was elected vice-president 
of the company in September, 1943, 
and was elected to the Westinghouse 
board of directors last January. His 
responsibilities had included settlement 
of the company’s war contracts. 

Election of Ellis L. Spray by the 


plans for building several types of 
irons including the “Durabilt utility 
iron,” the conventional automatic 
iron, and the Waring steam iron. 

The company will also manufacture 
the Waring Blendor and other home 
appliances. Its products will be dis- 
tributed by the D. E. Sanford Co. 
with headquarters at 36 West 47th 
Street, New York City. 

Mr. Lowe recently resigned from 
the position of assistant general fac- 
tory manager of SKF _ Industries, 
Philadelphia. Prior to his employ- 
ment by the latter firm he had been 
with General Electric in various 


GWILYM A. PRICE 


Board of Directors as a vice-president 
of the Westinghouse Electric and Mfg. 
Co. in charge of elevator and air con- 
ditioning activities of the company at 
Jersey City, N. J., has been announced 
by A. W. Robertson, chairman. 

At the same time, Mr. Robertson 
announced that the Westinghouse 
Electric Elevator Co. is being dis- 
solved as a corporate entity, and that 
effective April 1 activities formerly 
handled by the Elevator Co., which 
was a wholly-owned subsidiary of the 


E. L. SPRAY 


Westinghouse Electric and Mfg. Co., 
will continue as the Elevator and Air 
Conditioning Divisions of Westing- 
house. 


Winsted Hardware Mfg. Co. 


William S. Lowe has been named 
president and operating head of the 
Winsted Hardware Mfg. Co., Win- 
sted, Conn.. according to an announce- 
ment by Laurence D. Ely, chairman 
of the board of Reeves-Ely Labora- 
tories, Inc., the parent concern. The 
Winsted Co., has announced post-war 


WM. S. LOWE 


Capacities since June, 1934, his last 
position being as superintendent of 
the Appliance Manufacturing Divi- 
sions. 


The Dexter Co. 


Tom Clary, who has been active in 
the promotion of washing machines 


TOM CLARY 


in the southern territory since 1922, 
has been appointed Southern sales 
manager for the Dexter Co. of Fair- 
field, Iowa. The territory in which 
Tom Clary will conduct his postwar 
sales activities on Dexter washers in- 
cludes the states of Florida, Alabama, 
South Carolina, North Carolina, Vir- 
ginia, West Virginia, Kentucky, Ten- 
nessee, Mississippi, Alabama and 
Georgia. 

Dexter will have its southern office 
at Chattanooga, Tenn., with ware- 
houses in the principal southern dis- 
tributing points. 
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dealer franchises are now 


Organize your postwar business around the popular Stromberg-Carlson line of 
radios, radio-phonographs and television receivers. For details regarding radio’s most 
valued franchise, contact your Stromberg-Carlson distributor or write direct 

to the Stromberg-Carlson Company, Radio Division, 100 Carlson Road, Rochester 3, 
New York. Become an authorized dealer now — and build your future with 

the Stromberg-Carlson Main Radio —a consistent profit maker whether it be an 
outstanding table model, console or radio-phonograph combination. 


With Stromberg-Carlson the 
main radio in your customer's 
mind... 


Make Stromberg-Carlson 


the main radio in your 
showroom... 


STROMBERG- 
CARLSON ROCHESTER 3, N. Y. 


RADIOS, TELEVISION, TELEPHONES, AND 
SOUND EQUIPMENT 
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The timing that makes work SN 


Webst 


WEBSTERMELECTRIC 


_Racine, Wisconsin, U.S.A. + Established 1909 + Export Dept.: 13 E. 40th Street, New York (16), N.Y. Cable Address “ARLAB” von City 


“Where Quality is a Responsibility and Fair Dealing an Obligation’ 
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Electri¢ 


Industrial efficiency is increased by the short, straight paths of movement, the 
better timing, the frictionless operation that music makes possible. 


Webster Eleétric Sound Distribution Systems provide this music that makes work 
sing, the spirit that makes the wheels go round, in many shops and offices all 
over America. 


Increased production for war has been made possible in hundreds of plants 
through the use of music in industry. It has pointed the way to the extent to 
which the use of good sound distribution systems . . . Webster Electric Systems 
... can promote the industrial efficiency of the sharp, competitive days ahead. 


Alert electrical dealers, seeking to broaden their base of operations for future 
business, see before them a tremendous market virtually untapped... one in 
which large sales can reasonably be anticipated in the next few years. 


In the Webster Electric line of sound distribution equipment they will find a wide 
range of control cabinets, amplifiers, microphones, and speakers to meet the 
needs of both large and small establishments. These are manufactured by a 
company with many years of experience in the development of high fidelity 
sound systems, with a wide distribution of present installation to serve as val- 
uable reference with prospects. 


In every community there are department stores, factories, clinics, hospitals, 
schools and institutions . . . all need and will buy a modern sound distribution 
system. Now is the time to become thoroughly familiar with the superlative 
value, the profit-making possibilities of Webster Electric Sound Distribution 
Systems. Write us today. 


LET'S ALL BACK THE ATTACK BUY EXTRA WAR BONDS 


JUNE, 


Link-Belt Stoker Div. 


F. H. Herndon, manager of Link- 
Belt Co.’s stoker division, announces 
the appointment of Clarence H. 
Schuettenberg as sales manager of 
this division. 

Mr. Schuettenberg has been asso- 
ciated directly or indirectly with the 


C. H. SCHUETTENBERG 


stoker division since 1933. He orig- 
inally was distributor in the St. Louis 
area. Later, sales manager of one of 
Link-Belt’s largest stoker-distributors. 
More recently, he has been district 
sales manager for the stoker division 
in the St. Louis area. 


General Electric Co. 


E. H. Norling has been appointed 
sales manager of the sunlamp and 
heater section of General Electric, ac- 
cording to an announcement by D. C. 
Spooner, manager of the automatic 
blanket and sunlamp division. 

Prior to the war Norling was a 
kitchen specialist in the company’s 
electric sink and cabinet division. His 
wartime assignments were special pers- 
onal contacts with the companies sup- 
plying material to G. E. 

Norling joined G.E. in 1927 in the 
advertising and sales promotion di- 
vision of the electrical refrigeration 
department. He prepared the first 
retail sales training courses for do- 
mestic, apartment house and commerc- 
ial refrigerator salesmen with a total 
enrollment of about 25,000 dealer sales 
people. 


Conlon Corp. 


H. B. Paul, for the past five years 
with the International Detrola Corp., 
Detroit, has been placed in charge of 
manufacturing for the Conlon Corp., 
Chicago, peacetime maker of house- 
hold washers and ironers, I. N. Mer- 
ritt, vice-president and general man- 
ager, announced recently. 

Mr. Paul worked successively for 
the Marlin Arms Co., Pratt & Whit- 
ney and, in Chicago, the Beneke and 
Kropp Co. With International De- 
trola he served as works manager of 
its Libby machine tool manufacturing 
division in Indianapolis and the radio 
and electronics plant in Detroit and, 
most recently, as general manager of 
the Libby plant. 
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“One of a Series Interpreting Hotpoint’s Promise to the Public: Dependability Assured by 40 Years Experience.” 


The Hotpoint Nameplate 


For Investment Protection 


~~ OUR good-will, your standing 
in your community, represents a 


sizeable investment to you as a home 
appliance dealer. 

©@ That investment is best protected by 
your determination to sell rightly- priced 
products of top quality. 

@@ The Hotpoint nameplate assures you 
that your investment will be well pro- 
tected. In more than 17,000,000 Amer- 
ican homes, Hotpoint appliances have 
served faithfully and with utmost effi- 
ciency. To three generations of Amer- 


ican families the Hotpoint trade-mark 


S 


Z 


7 HEARS WW 


has always been regarded as a solid sym- 
bol of dependability. 

@@ Inthe days of peace ahead, Hotpoint 
will continue to stand as a symbol of 
merchandise value, quality and prestige 
that will add strength and protection to 
your present and future business. 

Forty years of housekeeping ex peri- 
ence in millions of American homes make 
Hotpoint the thoughtful homemaker's 
choice. 


Edison General Electric Appliance Co., 
Inc., 5620 W. Taylor St., Chicago 44, Ill. 


Ue 
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BUY MORE WAR BONDS~-YOUR INVESTMENT IN AMERICA 


wensren CHICAGO 


LOLLON 


* 


The former Webster Products organization and 
facilities will be retained intact and will operate 
as the Electronics Division of Webster-Chicago 
Corporation. This division is now manufacturing 
dynamotors and voltage regulators for the war 


program. 


For peacetime production, the Electronics Division 
will resume manufacture of Webster Record 
Changers as well as several new, but related prod- 

cts, already designed and ready for postwar 
production. Watch for later important technical 
and merchandising information over this new 
signature. 


WEBSTE CHICAGO 
Again Postwar, You Will Find ELECTRONICS i, tala 4 | on 
Webster Record Changers in DIVISION 


High Quality Combinations 3825 ARMITAGE AVENUE, CHICAGO 47, ILLINOIS 


BUY MORE WAR BONDS—-YOUR INVESTMENT IN AMERICA 
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Proctor Electric Co. 


Major Oswald MacCarthy, has been 
appointed Eastern sales manager for 
the Proctor Electric Co. Philadelphia, 
according to Robert M. Oliver, vice- 
president in charge of sales. 

Major MacCarthy, who was form- 
erly the New York district manager 
for Proctor was commissioned Cap- 
tain in the Signal Corps in October 


MAJ. OSWALD MacCARTHY 


1942. He has been associated with the 
electrical appliance industry for the 
past 16 years, Before joining Proctor 
he was assistant to the president of 
Samson-United Corp., Rochester, N. 
Y. and after that New York district 
manager for that company. 

In his new capacity he will be re- 
sponsible for the supervision and re- 
gional management of the six sales 
districts comprising the entire Eastern 
Seaboard from Maine to Florida, and 
for the hiring, coordination and direc- 
tion of six district managers and 
twelve salesmen in these territories. 

District managers in Major Mac- 
Carthy’s territory who will be under 
his direct supervision are: K. Bullen, 
Buffalo; E. H. Grant, New England; 
D. W. Thompson, New York; T. J. 
Kenna, Philadelphia; W. Kelly, Bal- 
timore; A. C. Patton, Atlanta and 
F. C. Barrington, Miawi. 


RCA Victor Div. 
Radio Corp. of America 


Appointment of Julius Haber as 
assistant director of the Advertising 
and Sales Promotion Dept. was an- 
nounced recently by Charles B. Brown, 
advertising director of RCA Victor 
Division of the Radio Corp. of Amer- 
ica. Mr. Haber was formerly director 
of publicity. 

Mr. Brown also announced the ap- 
pointment of Harold D. Desfor as di- 
rector of publicity of the RCA Victor 
Division. He was formerly assistant 
to Mr. Haber. 

Appointment of D. F. Schmit as di- 
rector of engineering was announced 
by Frank M. Folsom, vice-president in 
charge of the RCA Victor Div. Mr. 
Schmit, who was formerly assistant 
chief engineer, will fill the post va- 
cated by Dr. J. B. Jolliffe who re- 
cently was elected vice-president of the 
Radio Corp. of America in charge of 
RCA Laboratories. 

Mr. Folsom also announced the ap- 
pointment of George L. Beers as as- 
sistant director of engineering 
charge of advance development. He 

was formerly on the engineering ad- 
staff. 
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BASIC * BASIC BASIC Basie 


THINKIN’ FAMILIES ARE 
FOR ADVERTISERS 


BASIC « 
ASIC BASI 


4 


For 69 years the Chicago Daily News has been published for families who 
don't like to let a day go by without giving their minds a work-out. In their 
homes you will find good books, good magazines, along with the good journalism 
of the Daily News. 

More than a million reader-friends—the substantial folk of city and suburb 
—regard this newspaper as valued companion and counsellor. Just as these 

_ people strive for a higher standard of thinking, so are they ever ambitious for 
a higher standard of living. 


That is why advertisers have such a high expectancy of response from the 
Daily News. That is why, for 44 consecutive years, advertisers have placed more 
Total Display linage in the Daily News than in any other Chicago newspaper— 


morning, evening or Sunday.* That is why advertisers rank the Daily News as 


CHICAGO'S BASIC ADVERTISING MEDIUM 


For fair comparison, liquor linage omitted since the Chicago Daily News does not accept 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaze 
DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 


BAS 
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Control 
Fuel! 


BUILD BACKLOG OF INSTALLATIONS NOW! 


Installing an “A-P” 3-Piece Automatic Heat Regulator Set 
is definitely a “must” when production is again permit- 
ted. The unit saves fuel and insures uniform, healthful 
temperatures with hand-fired furnaces. 


First, attach an “A-P” Thermo- 
stat to an inside wall —about 4 
feet above floor is good. This 
is the invisible janitor that 
“floats” the fire, keeping it at 
maximum efficiency without 
heat loss. 


Next, put an “A-P” Limit Control 
on the bonnet of the furnace. 
This is essential. It prevents furn- 
ace heat overshooting room ther- 
mostat settings. Set the Limit 
Control to outside temperature. 


Finally, install the “A-P” Damper 
Regulator Motor, Connect to 
both the Room Thermostat and 
the Limit Control. Parts of this 
unit are wear-resistant and anti- 
corrosion treated to avoid rusting 
from summer basement dampness. 


~ 


These efficient, fuel-saving A-P 3-piece Automatic Heat Regu- ~ 
lator Sets will soon again be available. It’s time now to 
build your backlog of installation orders — for future profits 
—and help your customers to vital fuel savings. 


Write For Details 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street ° Milwaukee 10, Wisconsin 


DEPENDABLE 


CONTROLS 


FOR HEATING ¢ AIR CONDITIONING e¢ REFRIGERATION 
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Stromberg-Carlson Appointees 


DR. RAY H. MANSON 


Stromberg-Carlson Co. 


In a program of company-wide ex- 
pansion, Wesley M. Angle, president 
of the Stromberg-Carlson Co. from 
1934 through the war years, was ele- 
vated to the post of chairman of the 
board of directors, at the board’s an- 
nual meeting held recently. 

Dr. Ray H. Manson, former execu- 
tive vice-president and general man- 
ager, was elected president to suc- 
ceed Mr. Angle. Dr. Manson, with 
more than 100 inventions in the com- 
munications field to his credit, is con- 
sidered one of the nation’s leading 
authorities in the world of communica- 
tions science and engineering. The 
board named Lee McCanne, previously 
secretary and assistant general man- 
ager, to fill the post of vice president 
and general manager left vacant by Dr. 
Manson. 

In his new post as chairman of the 
board, Mr. Angle will continue to be 
active in company affairs, particularly 
on matters affecting future develop- 
ment and expansion. During his 10- 
year term as president, the company 
enjoyed its most productive years, 
turning out in 1944 fourteen times 
more communications equipment than 
in 1935, his first full year in office. 

Dr. Manson joined the company in 
1916 as chief engineer. Before he 
was named general manager in 1940, 
he served the company as a director 
and vice-president in charge of engi- 
neering. 

Mr. McCanne, entered the company’s 
employ in 1927 and has held leading 
positions in the engineering and sales 
divisions of the company until his 
appointment as assistant general man- 
ager in 1940. 


Other Personnel Changes 


Other management personnel af- 
fected by the expansion program are: 
Sidney R. Curtis, former general su- 
perintendent, new vice-president in 
charge of manufacturing; Wilbur W. 
Hetzel, former treasurer, new secre- 
tary and treasurer; George E. Eyer, 
works manager, given, in addition, 
the title of assistant treasurer ; Gordon 
G. Hoit, former assistant treasurer 
and office manager, promoted to the 
new post of controller; and Dr. 
George R. Town, to whose former title 
of manager of engineering and re- 
search has been added the title of as- 
sistant secretary. Key executives in 
the company’s sales, engineering and 
research, finance and broadcasting 
divisions were re-elected to their posts 
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WESLEY M. ANGLE 


LEE McCANNE 


by the directors. Those efficers in- 
clude: Lloyd L. Spencer, vice-presi- 
dent in charge of sales; Frederic C. 
Young, vice-president in charge of 
engineering and research; Edwin C-. 
Roworth, vice-president in charge of 
finance; William Fay, vice-president 
in charge of broadcasting ; and Arthur 
F. Gibson, assistant treasurer and 
assistant general sales manager. 


Philco Radio & Television Corp. 


Formation of the Television Broad- 
casting Division of Philco Radio and 
Television Corp., to bring together all 
Philco telecasting activities and ap- 
pointment of Ernest B. Loveman as 
the vice-president in charge of the 
Division were announced recently by 
John Ballantyne, president. The Tele- 
vision Broadcasting Division will di- 
rect all Philco television station, 
broadcasting, and network activities, 


ERNEST B. LOVEMAN 


including the company’s pioneer sta- 
tion WPTZ in Philadelphia and the 
new television network linking Wash- 
ington with Philadelphia which Philco 
inaugurated. Philco also has applica- 
tions on file with the F.C.C. for com- 
mercial stations in New York and 
Washington. 

Ernest B. Loveman joined Philco in 
1928 when the company entered radio. 
He was advertising manager of Philco 
from 1928 until 1942. Since 1942, Mr. 
Loveman has been resident vice-presi- 
dent in Philadelphia of Hutchins Ad- 
vertising Co., Inc. in charge of the 
Phifco account, including magazine, 
newspaper and radio advertising. 
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By! 
— 
fip, 
ELE 


AUTOMATIC 


CLOTHES DRYER 


BOTH GAS AND ELECTRIC MODELS 


2." 


HARPER-MEGGEE, INC. 
PORTLAND, ORE. 


"...the new Hamilton Clothes Dryer will attain 
tremendous sales in the postwar era.” 


@ Long known as an outstandingly suc- 
cessful appliance distributor in the Pacific 
Northwest, Mr. Meggee knows a success- 
ful appliance when he sees one. Com- 
menting on the market potential for the 
Hamilton er in his territory (Seattle, 
Portland and Spokane) Mr. Meggee re- 
marks “The ilton Clothes Dryer 
offers great possibilities for sale in the 
Pacific Northwest. The expansion of the 


ELECTRICAL 


WORLD'S LARGEST MANUFAC 


home laundry field indicates that almost 

every home will have modern laundry 

equipment, and no home laundry will be 

complete without the Hamilton Clothes 
or...” 

m your territory, too, a tremendous 
legion of housewives are eagerly looking 
forward to the day when they can buy 
Hamilton Clothes Dryers. is is no 
idle guess. This fact is proved by a 
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survey among thousands of families in all 
income groups—a survey which indicates 
that approximately 247% of the house- 
wives interviewed definitely want a 
clothes dryer. 

And when the time comes to buy, the 
Hamilton Clothes Dryer is the one they'll 
demand, for its tested and approved 
savings in time, work and worry. 

Quick reasons why: damp-dries aver- 
age washer load in 15 to 20 minutes 
..- Slightly longer for complete drying; 
low operating cost... about the same, 
per hour, as the oven in a gas or elec- 
tric range; no “bad weather” worries on 
washdays. 

The 5450 Hamilton rs in use for 
the past 3 to 5 years are giving eminent- 
ly satisfactory service. 


AANUFACTURING CO. 


MENT FOR THE p 
URERS OF EQUIP ROFESSIOg, 
TWO RIVERS - WISCONSIN 
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Are your glasses 
vose~-colored 7 


ATEN who've studied the ap- 
M pliance field say there's 
a postwar need for 444 million 
toasters alone. That may look 
like a pretty rosy future. 


But let’s take off the rose- 
colored glasses. When this de- 
mand has been met—which ex- 
perts estimate will take only 
a little over a year—how is 
your business going to look? 


Will the line you stock con- 
tinue to bring customers back 
again and again? Continue to 
win new friends through qual- 
ity performance? Customers 
not only for related items in 
the line, but prospects for 


other good products you sell? 


We believe you'll be able to 
look forward to such business 
when you stock Manning-Bow- 
man’s “Quality Quins”—like 
the popular Toaster-with-the- 
Tester —just one of a large 
family of famous M-B appli- 
ances. 

Manning-Bowman has 
meant best in homes since 
1857. Meant a hot line to deal- 
ers everywhere before the war. 


If you're interested in build- 
ing up this kind of business, 
it will prove worth while to 
look at these facts—without 
rose-colored glasses. 


Manning-Bowman 
Means Best 


MERIDEN, CONNECTICUT 


Smokeless long-lost 
Table Broiler Percolator 


wi ZA 
FAA 


tron-thot-. Twin-O-Matic 
wogs-its-toil Weoffle Boker 


THE LINE THAT'S ALWAYS IN DEMAND 


Perfection Stove Co. 


J. C. Wallace, vice-president and 
director of marketing, announced the 
appointment of C. H. Foulds as gen- 
eral sales manager of the Perfection 
Stove Co. Mr. Foulds was formerly 
manager of the Furnace and Aviation 


Sales Departments, and has been with 
the company for 15 years. 

F. A. Gabriel will continue to serve 
as the active sales head of the Cook 
Stove and Heater Divisions. 


Sunroc Refrigeration Co. 


The Sunroc Refrigeration Co., of 
Glen Riddle, Pa., manufacturers of 
Sunroc water coolers, has reorganized 
its sales department to provide for 


RICHARD A. ANGUS 


aggressive and comprehensive repre- 
sentation in the national market. 

Heading-up this organization for na- 
tional distribution and sales is Rich- 
ard A. Angus, who has been appointed 
sales manager. Mr. Angus was previ- 
ously the company’s production man- 
ager, and he brings to his new assign- 
ment a thorough knowledge of Sunroc 
products. Equally valuable in his new 
capacity will be the marketing and 
promotional background gained by ten 
years of experience in the Sales Di- 
vision of the Curtis Publishing Co., 
prior to the war. Assisting Mr. An- 
gus, as district sales managers for 
Sunroc water coolers, will be O. E. 
Zimmerman in the West; George 
Morrison in the South; and Marion 
Dougherty in the East. M. M. Rourke 
will be assigned exclusively to govern- 
ment accounts, in developing further 
that aspect of Sunroc’s sales. 


Florence Stove Co. 


R. L. Fowler was elected chairman 
of the board and Eugene Holland was 
elected president of Florence Stove Co. 
at the annual meetings of directors 
and stockholders, recently. 

Mr. Fowler has been president of 


R. L. FOWLER 


Florence Stove since 1931. Under his 
leadership Florence has become one of 
the country’s largest producers of 
stoves and heaters, with total sales 
increasing from approximately $4,500,- 
000 in 1931 to nearly $18,000,000 in 
1941, at which time the facilities of the 
company were diverted to war work. 
Mr. Holland has been vice-president 
in charge of operations of Florence 
Stove Co. since 1940. He brings to 
his new position a thorough under- 
standing of all Florence operations and 


EUGENE HOLLAND 


a broad experience in the field of man- 
agement. 

William T. MacKay, assistant vice- 
president, who has been in charge of 
the Florence plant in Kankakee, III., 
since December 1944, was elected a 
vice-president. 


Sentinel Radio Corp. 


R. A. Adams, factory sales repre- 
sentatives, Detroit, Mich., has been 
appointed by the Sentinel Radio Corp. 
of Evanston, Ill. The territory to be 
served by Mr. Adams and his. organ- 
ization, when merchandise begins to 
move, includes the entire state of 
Michigan and the Toledo, Ohio area. 
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ATER HEATIN 


WORLD APPROVES ELECTRIC 


The White Electric Water Heater is a Product of Utmost Quality — 
Merchandised Exclusively Through Recognized Distributors and Public 
Utilities * Your Inquiry Will Be Appreciated 
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something used in many of the 


in 
see Alcoa Alumin 
to come. When you sve you long, 
ator, you'll know in is designed to Y 
refrigerator. 


os story service. 
Avuminum ComPA 


9, 
1912 Gulf Building, Pittsburgh ! 


ny oF AMERICA 
Pennsylvania 


Jomovwowd market 


Right now, women are dreaming of the 
day when they can buy those new, post- 
war refrigerators and home appliances. 
They're expecting something exciting. 
And your manufacturers are not going 
to disappoint these customers of yours. 
Many of the “after-the-war” refrig- 
erators and appliances will feature 
the use of Alcoa Aluminum. It will 
add new beauty, be lighter to handle 
and easier to clean. The use of 
aluminum will give you added sell- 
ing features. 

This Alcoa advertisement reach- 
ing millions of your best prospects 
will help you sell tomorrow’s mar- 
ket. It is one of a series featuring 
some of the advantages of alumi- 
num in refrigerators and home 

appliances. ALUMINUM COMPANY 

OF AMERICA, 1860 Gulf Bldg., 

Pittsburgh 19, Pa. 


THIS ADVERTISEMENT WILL APPEAR IN THE 
MAY ISSUE OF BETTER HOMES & GARDENS. 


Warren Telechron Co. 


H. K. Dewees has been appointed 
district representative of Warren Tele- 
chron Co.’s Atlanta, Georgia, office, 
and will supervise sales activities in 
the Southeast territory, Roy W. John- 
son, vice-president, announced re- 
cently. 

“Mr. Dewees comes up to Telechron 


H. K. DEWEES 


with twenty-five years of wide expe- 
rience in the major and small electrical 
appliance fields, having been in the 
dealer, distributor, and manufacturing 
phases of the industry,” Mr. Johnson 
said. 

With headquarters at 141 Marietta 
Street N. W., Atlanta, he will facili- 
tate distribution of the company’s 
electric alarm clocks, and act in an 
advisory capacity to industrial con- 
cerns using Telechron synchronous 
motors. 


Evanair Div. 
Evans Products Co. 


The appointment of Robert L. San- 
ford as district manager for the Evan- 
air Division of Evans Products Co. 
is announced by Al Shields, general 
sales manager of that division. 

Bob Sanford represented the Evan- 


ROBERT L. SANFORD 


air home heating line several years 
ago, covering at that time the eastern 
seaboard. For the past two and a half 
years he has been connected with the 
Toledo office of W.P.B. as an appeals 


specialist and inventory analyst. 
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© Build the volume sales you will need at once when you reconvert 


Use this PLUS VALUE 


your first 


© Get set solidly with dealers and consumers when competition intensifies 


year’s Selling! 


Build volume quickly with your first year’s factory production 
get set for market 


You can get double duty out of your first year’s fac- 
tory output in the $4,496,734,000 Chicago market. 
Here is a tremendously pent-up demand for autos, 
washing machines, refrigerators, “big unit” prod- 
ucts generally in an easily accessible market forti- 
fied by diversified income and by billions in savings 
... famous for its record-breaking volume buying. 


A powerhouse in selling 


The Chicago market assures enough business to 
absorb all or the major part of the output of many 
individual manufacturers. Get the quick distribu- 
tion and consumer buying you want. Dig in now in 
preparation for a buyer's market. Do it at one low 
cost through a single advertising medium—the Chi- 
cago Tribune. 

Bought, read and bought from as is no other 
medium throughout the important Chicago market, 
the Tribune is a great powerhouse among dealers 
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and consumers in this very heart of America. 

Practically every other family 
One out of every three families in 756 cities and 
towns of 1,000 or more population in this market 
reads the Tribune daily—on Sundays, almost every 
other family. Only the Tribune gives you a choice 
of monoroto, coloroto, comicolor, newsprint color, 
or black and white — at one of the lowest milline 
rates in the country. 

No matter whether your production is large or 
small, big unit products or packaged goods, the 
rich Chicago market will reward your attention. It 
is far too important to leave wide open to competi- 
tors. It offers quick sales, continued dealer and 
consumer preference when the first easy selling 
conditions pass and the going gets tough. 

For marketing facts and merchandising ideas, 
call a Tribune representative. ; 


1945 


The Chicago Area: Located at 
the very heart of America; big 
enough to absorb all that many 
a factory can make; compact; 
famous for its wealth and huge 
buying activity. 

Available for your study and use is a specific sales 
program based on the findings of an auto and house- 
hold appliance investigati g consumers and 
dealers. To get these pertinent facts, address C. S. 
Benham, Manager, National Advertising, Chicago 


Tribune, Tribune Tower, Chicago 1], lilinois. 


Chicugs Tribune 


THE WORLD'S GREATEST NEWSPAPER 


April average net paid total circulation: Daily, over 985,000; 
Sunday, over 1,300,000. 
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“BUT I'M SURE THE SALESMAN SAID JUST _ 
PUT IT IN FRESH AND TURN UP THE DIAL!” 


_ Plan now to get your appliance salesmen 


started right — via Graybar 


DISTRIBUTION IS MERCHANDISE 


This is Walter Frazier, in charge of distribution 
and sales of electrical appliances, radios, and 
hearing aids in GRAYBAR’S Midwestern District. 
From his headquarters in. Kansas City, Wale 
has traveled far and wide for twenty years — 
omoting leading lines, working with dealers, 
Iping to supply the people of Missouri, 
Kansas, Nebraska, Oklahoma, Colorado, New 
Mexico, and Wyoming the electrical appliances 
they need. From Sedalia to Albuquerque — from 
Tulsa to Cheyenne — appliance dealers know 
Walt for his effective promotional programs 
and for his constructive sales assistance. 
He is typical of GRAYBAR’S Appliance Spe- 
cialists — men who know how to make mer- 


chandite move. 


The men of GRAYBAR’S Merchandising Department can help 
train your personnel to do a bang-up job of selling tomorrow's 
appliances. Part of that job is to instruct every customer fully 
on proper use and care of new models. 

What's more, the easiest-to-sell appliances and radios will 
be the ones that GRAYBAR distributes. For GRAYBAR selects 
only those lines which (1) are made by responsible manufac- 
turers; (2) have attractive features; (3) are effectively pro- 
moted to the public by their makers. 

Another thing — via GRAYBAR, ‘you'll be able to obtain 
appliances and radios locally in just the quantities you desire. 

Until manufacturers begin post-war production, GRAYBAR 
will continue to distribute fairly among its dealers the ap- 
pliances available under war-time allocations. Graybar Electric 
Company —in over 80 principal cities. Executwe Offices: 
Graybar Building, New York 17,N. Y. 


Merchandising Department 


Frigidaire Div. 
General Motors Corp. 


Two veteran Frigidaire employees, 
C. S. Trigg and Paul J. Barnaby have 
been appointed to key positions in 
the Sales Promotion Department ac- 
cording to an announcement by Ells- 
worth Gilbert, sales promotion man- 


ager of Frigidaire Div. General Mo 
tors Corp., Dayton, Ohio. 

Mr. Trigg, formerly in charge of 
Appliance Training is now manager 
of Appliance Product Promotion and 
Mr. Barnaby, formerly of the Com- 
mercial Training Department is man- 
ager of the Commercial Product Pro- 
motion. 

C. S. Trigg has been employed by 
Frigidaire for fifteen years and has < 


PAUL J. BARNABY 


diversified background in engineering, 
service, promotional, and training 
fields. Paul J. Barnaby brings to his 
new post 17 years of Frigidaire ex- 
perience in the field and with the 
Factory Sales and Training Divisions 


Horton Mfg. Co. 


In furtherance of its plan of greatly 
increasing the manufacture and distri- 
bution of its washers and ironers after 
the war, the Horton Mfg. Co. of Fort 
Wayne announces the appointment of 
A. G. Nelson as assistant treasurer. 

Previous to joining Horton, Mr. 
Nelson was general auditor for the 
Central Soya Company with head- 
quarters in Fort Wayne. 
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/ Tw only with his strong hands, but with his 
giant income, Colossus of the Cross Roads is 
valiantly supporting the war effort. 


The American Farmer is buying War Bonds to the 
hilt. Voluntarily, he’s put well over 10% of his net 
income into Bonds. Some 4 billion dollars’ worth 
are nestling in his safe deposit box right now—and 
staying there. 


An economic giant of first rank, this Colossus. Last 
year, despite aging machinery and drastic help- 
shortage, he hung up another production record, 
saw his income soar to nearly 28 billion dollars. And, 
while reducing or paying off his mortgage and clear- 
ing up his debts, he’s added to his savings until 
they’re now around 14 billions. 


Is it any wonder we say: Keep your eye on Colossus! 
Plenty of shrewd business men regard him as the 
biggest prospect in sight, a source of sales no adver- 
tiser can ignore. 


When planning your advertising, remember this 
about his favorite magazine: Country Gentleman’s 
more than 2 million circulation is concentrated 
among the nation’s top-half farm families, who 
account for more than 72% of all farm-family 
purchases. 


These 2 million super-prospects await only the com- 
ing of peace, and the production of civilian goods of 
all kinds, to start satisfying their staggering accu- 
mulation of pent-up needs. 


No. 1 with FARMERS RURAL DEALERS — ADVERTISERS 


~ — 


What business can ignore the farmers strength? 
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JusT A DISTRIBUTOR ) 

WHO LET HIS 
COMPETITOR GET 
THe AUTOMATIC 


“NOT A KICK IN A TRAINLOAD” 
of These Alert Distributors Who 
“GOT THERE FIRST” and... Secured 
the AUTOMATIC FRANCHISE 


Alamo Distributing Co., San Antonio, Tex. 
Appliance Distributors, Inc., Chicago, Ill. 
Appliance Wholesalers, Salt Lake City, Utah 
Arizona Mercantile Company, Phoenix, Ariz. 
Better Home Products, Inc., Nashville, Tenn. 
Bimel Company, Cincinnati, Ohio 
Louis O. Bowman, Inc., Richmond, Va. 
Brandon Company, Little Rock, Ark. 
Brennan Appl. Distributors, Detroit, Mich. 
J.N. Ceazan Company, Los Angeles, Calif. ¢ 
San Francisco, Calif. ¢ San Diego, Calif. 
Charleston Hardware Co., Charleston, W. Va. 
City Electric Company, Inc., Syracuse, N. Y. 
Dale Distributing Company, Inc., 
New Haven, Conn. 
Economy Electric Supply Co., Atlanta, Ga. 
Electric Fixture & Supp. Co., Omaha, Nebr. 
Empire Appliance Distributing Co., 
New York, N. Y. 
Fay-San Distributors, Inc., Buffalo, N. Y. 
Fitzsimmons Co., Rochester, N. Y. 
J. A. Fleck Company, Fargo, N. Dak. 
Florida Radio & Appliance Corp., Miami, Fla. 
* Jacksonville, Fla. ¢ Tampa, Fla. 
Foster Distributing Company, Louisville, Ky. 
Graybar Electric Company, Denver, Colo. 
Graybar Electric Company, Philadelphia, Pa. 
H. U. Gunther Company, Pittsburgh, Pa. 
Havre Jobbing Company, Havre, Mont. 
House-Hasson Hardware Co., Knoxville, Tenn. 
Jenkins Wholesale Division, Kansas City, Mo. 
* St. Louis, Mo. © Oklahoma City, Okla. « 
Tulsa, Okla. Wichita, Kans. * Amarillo, Tex. 
Jennison Hardware Company, Bay City, Mich. 
Lou Johnson Company, Portland, Ore. 
Kane Company, Cleveland, Ohio ¢ 
Columbus, Ohio * Toledo, Ohio 
Kegain Distributing Company, 
Grand Island, Nebr. 
Knerr, Inc., Harrisburg, Pa. 
Legum Distributing Co., Baltimore, Md. 
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Lewis Supply Company, Birmingham, Ala. 
Luckenbach & Johnson, Inc., Allentown, Pa. 
McClain Distributing Co., Charlotte, N. C. ¢ 
Columbia, 8S. C. 
McConnell’s Selectric Co., Scranton, Pa. 
A. Y. McDonald Mfg. Co., Sioux Falls, S. Dak. 
McKay Appliance Company, Seattle, Wash. ¢ 
Spokane, Wash. 
Mascon Distributors, Inc., Springfield, Mass. 
Metro Distributors, Inc., Boston, Mass. 
Monroe Hardware Company, Monroe, La. 
Motor Power Equipment Co., St. Paul, Minn. 
National-Rose Company, Memphis, Tenn. 
Peaslee-Gaulbert Corp., Dallas, Tex. 
Providence Electric Co., Inc., Providence, R. I. 
Radio Equipment Company, Indi polis, Ind. 
Radio Equipment Company, South Bend, Ind. 
Grand Rapids, Mich. 
Readers Wholesale Distributors, Houston, Tex. 
Roanoke Hardware Company, Roanoke, Va. 
Roycraft lowa Company, Des Moines, Ia. 
Sieg Company, Davenport, Ia. 
Spiller Electric Company, K bunk, Me. 
Geo. C. Stafford & Sons, Laconia, N. H. 
State Distributing Co. Inc., Milwaukee, Wis. 
Vermont Electric Supply Co., 
Rutland, Vt. 
Walther Brothers, New Orleans, La. © 
Montgomery, Ala. 
Washington Wholesalers, 
Washington, D. C. 
Williams, Inc., Peoria, Ill. 
V. A. Williams, El Paso, Tex. 


IN CANADA 


Economy Distributors & 
Importers, Ltd., 
Regina, Saskatchewan 

Wamac Distributors, Ltd. 
Toronto, Ontario 


$63-Million Expenditure Planned 
In Ontario Rural Electrification 


Program anticipates installa- 
tion of 18,800 ranges, 58,500 
washers, 21,700 cleaners, 
24,600 refrigerators in 5 
years 


Ontario Hydro-Electric Power 
Commission has undertaken a 5-year 
plan of rural electrification by which 
an expenditure of $22,439,875 will 
make their services available to 85 
percent of the farmers within the 
areas served by the Commission, com- 
pared with 55 percent at present. It 
also expects an estimated expenditure 
of $40,943,870 for electrical appliances 
and farm equipment from rural cus- 
tomers. 

On completion of the program it is 


~ estimated that 18,800 ranges, 58,500 


washers, 21,700 cleaners, 6,950 flat rate 
water heaters, 90,000 irons, 24,600 
refrigerators and 95,500 radios will 
have been installed in rural homes. 
It is also estimated that 5,450 grain 
grinders, 3,150 milking machines, 7,400 
water pumps, 3,950 cream separators 
and 2,300 milk coolers will have been 
installed. 


Educational Program 


Commissioner George H. Challies, 
vice-chairman of Ontario’s Hydro 
Electric Power Commission, revealed 
that Hydro has planned an educational 
program as an integral part of this 
5-year plan, to familiarize farmers 
with the objectives of the plan and the 
potentialities of electric power, and to 
assist him in all possible ways to ob- 
tain maximum benefits from electri- 
fication. 

The educational program will in- 
clude the use of specially equipped 
motor coaches operated by trained 
crews to display and demonstrate home 
and farm equipment in all parts of 
rural Ontario; the use of newspapers, 
magazines, direct mail and other liter- 
ature; and sound motion pictures at 
rural fairs and exhibitions which will 
portray the uses of electrical farm 
equipment. Rural Hydro superintend- 
ents will cooperate to the fullest ex- 
tent with individual consumers in 
planning the efficient electrification of 
farms and rural homes, Mr. Challies 
said. 

The following tables show the esti- 
mated market for appliances and farm 
equipment: 


ESTIMATE OF FARM HOME 
APPLIANCE MARKET 


Equipment: Units Value 
$ 

Hot plates ...... 14,200 ‘133,600 
Vacuum cleaners . 11,600 696,000 
Water htrs., flat 

4,200 63,000 
Wir. htrs., metered 1,400 14,000 
1,040 15,600 
1,200 180,000 
51,000 255,000 
Refrigerators 13,600 3,400,000 
56,000 3,920,000 
Furnace blowers . 1,600 112,000 
10,400 1,560,000 
Miscellaneous ... 2,000 20,000 
Vor 262,540 16,837,200 


“SUNBEAM” IN KITCHEN—Peeling po- 
tatoes for dinner, this housewife basks in 
an artificial sunbeam generated by the 
lamp overhead. Developed by Westing- 
house Lamp engineers, this suniamp gen- 
erates rays which suntan human skin 
three times faster than a midsummer sun 
at the Jersey seashore. Operating on 
standard a-c, the self-contained bulb can 
be screwed into any outlet. Emits in- 
visible Gltraviolet radiations and infra- 
red rays. Special glass bulb is em- 
ployed to transmit ultraviolet and infra- 
red rays as well as a flood of visible 
light rays. 


ESTIMATE OF FARM EQUIPMENT 


MARKET 
Equipment: Units Value 
$ 
9,300 465,000 
7,400 = ‘1,110,000 
Grain grinders .. 5,450 1,090,000 
Milking machines. 3,150 945,000 
Milk coolers ..... 2,300 690,000 
Cream separators. 3,950 691,250 
et 940 188,000 
Incubators ...... 980 98,000 
Brooders ........ 1,380 34,500 
Wir, htrs., flat rate 208 3,120 
Wir. htrs., metered 88 880 
Miscellaneous ... 580 5,800 


ESTIMATE OF NONFARM HOME 
APPLIANCE MARKET 


Equipment: Units Value 
7,100 1,065,000 
Hot Plates ...... 14,500 116,000 
22,500 2,812,500 


Vacuum cleaners.. 10,100 606,000 
Wr. htrs., flat rt.. 2,750 41,250 
Wr. htrs., metered 1,010 10,100 


460 6,900 
Air heaters ...... 3,100 15,500 
1,090 163,500 
39,006 195,000 
Refrigerators ..... 11,000 2,750,000 
29,000 145,000 
39,500 2,765,000 
Furnace blowers. . 960 48,000 


Miscellaneous .... 2,240 22,400 


190,110 11,632,150 
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MORE DOLLARS TO YOU! 


Pry 
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1. ONLY DEEPFREEZE provides 100% Primary Freezing 
Surface—full protection against taste-stealing food de- 
hydration! No other home freezer offers this patented, 
exclusive feature. 


6 23 
7 

4 


OECEMBER 


31 9 
18 19 99 14 15 16 
2 
35 26 27 2 
| 


2. DEEPFREEZE began serving thousands of America’s 
homes long before the war. Deepfreeze is performance- 
proved. Deepfreeze is not just a blueprint—nor a post- 
war experiment. 


~¥ ¢ 


3. FULL-PAGE advertising in a nation-blanketing list 
of America’s leading magazines has been pre-selling 
for you. No other home freezer is so well and favor- 
ably known! 


4, MILLIONS like her won't be satisfied with anything 
less than a genuine Deepfreeze—when the time comes 
to buy. They'll look for the name “Deepfreeze’”’—be 
sure you're selling it! 


FOR INFORMATION REGARDING DEALER FRANCHISE IN YOUR TERRITORY, WRITE TODAY! 


TRADE MARK REG U.S. PAT. O 


ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” 
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AWARDED DETROIT PLANT 

; Cartridge cases, airplane nose and tail gun turrets, blood 
desiccating units and industrial freezing equipment are 
among the war products that Motor Products Corporation 
is proud to be making to speed the day of victory. 


4,  M®TOR PRopuctS CorPoraTIoN 


Deepfreeze Division: 2465 Davis Street, North Chicago, Ill. 
Main Plant: Detroit, Mich.; Canadian Plant: Walkerville, Ont. 
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POTENTIAL 


in new or old homes 


$4000 


ILGAIRATOR 


$150°9 


NIGHT COOLING 
FAN 


$2500 
BATHROOM 
HEATER 


$9500 


KITCHEN 
VENTILATOR 


@ Wide-awake dealers are going to make big money with * 


ILG Ventilation in the post-war era! In each house you have 
a minimum market for $240.00 worth of ventilating appliances, 


without counting game rooms, laundries, bathrooms. National 


surveys prove that over one half of prospective 


home-builders expect to install kitchen ventilation . . . that 


there is less than 2% saturation of existing homes—no trade-ins! 


And ILG national advertising is steadily, continuously 


increasing consumer demand! Send coupon, write or 
phone nearby ILG Branch Office (consult classified 


directory) to get on priority list for announeement 


of post-war models, prices, deliveries. 


32-page 


ith mystery- 
home véntilation. 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


UG ELECTRIC VENTHATING CO., CHICAGO 41, RL 

2874 NO, CRAWFORD AVE. « OFFICES IN 40 PRINCIPAL CITIES 
© Send FREE copy of “The Case of The Coreless Kitchen” 

Put my nome on your fist for pos\wer announcements 


AMERICAN CENTRAL'S DISTRIBUTOR COUNCIL—American Central Mfg. 
Corp.'s 7-man Distributor Council was formed recently to mesh post-war steel 
sink and cabinet merchandising plans with reconversion policies of production. 
Five of the seven members met recently at Connersville, Ind., and are shown 
above seated, (left to right): Garland Medaris, Dallas; George Towle, Kansas 
City; Charlie D’Elia, Bridgeport, Conn.; Dick McMahon, Chicago; and Bud 
Walther, New Orleans. Standing are company executives, advertising and sales 
promotion counsel, (left to right): Saunders P. Jones, president, American Cen- 
tral; William Byers and Charles Reinbold, Jr., of The Jam Handy Organization; 
Joseph Neebe, Campbell Ewald; Eric Johnson, vice-president and general man- 


ager, American Central; 


Byron Wagner, assistant sales manager; William 


Valentin, advertising and sales promotion manager; and Larry Nelson of 


Campbell Ewald. 

‘ H. B. Higgins, president of the 
Westinghouse Votes Pittsburgh Plate Glass Co., was 
Stock Split and Change elected for three years. Named for 

one-year terms were Gwilym A. Price, 
of Name Westinghouse vice-president, and John 


Stockholders of the Westinghouse 
Electric and Mfg. Co. at their recent 
annual meeting voted to split the com- 
pany’s stock on the basis of four shares 
for one and also to change the com- 
pany’s name to Westinghouse Elec- 
tric Corp., for simplicity and brevity. 

Purpose of the stock split, explained 
A. W. Robertson, chairman of the 
company, is to broaden the base of 
Westinghouse ownership by making the 
stock available at a lower price. 

Authorized capital stock of the com- 
pany today is 4,000,000 shares, consist- 
ing of 80,000 shares of preferred and 
3,920,000 shares of common, of which 
79,974 shares of preferred and 3,132,- 
816 shares of common are outstanding, 
all with a par value of $50.00. 


Shares Will Total 16,000,000 


Total authorized shares of the new 
stock will be 16,000,000 of which—on 
the four-for-one basis—319,896 shares 
of preferred and 12,531,264 shares of 
common will be outstanding. Par 
value of the new stock, both preferred 
and common, will be $12.50. 

Reclassification of the stock will not 
in any way change the preferences or 
relative rights of the stockholders and 
there will be no change in the terms of 
either the preferred or the common. 
The reclassification of the shares will 
not result in any change in the capital 
structure, surplus or other accounts of 
the company. 

There are now about 48,000 West- 
inghouse stockholders, and none owns 
more than one and one-half per cent of 
the stock. 

The stockholders. also elected seven 
present directors to the sixteen-man 
board. Four were. elected for four- 
year terms. They are: George H. 
Bucher, president of Westinghouse; 
W. C. Robinson, president of the Na- 
tional Electric Products Corp.; Arthur 
W. Page, vice-president of the Ameri- 
can Telephone and Telegraph Co., and 
Robert T. Swaine, senior member of 
the law firm of Cravath, Swaine and 
Moore. 


JUNE, 


R. Read, chairman of the board and 
president of the Canadian Westing- 
house Co. 


1.C.l. Elects 
Two New Directors 


Election of new directors to fill two 
vacancies on the governing board of 
Indoor Climate Institute, at the April 
meeting in Detroit, was announced 
recently by Paul B. Zimmerman, presi- 
dent. The new directors are C. A. 
Olsen, president of the C, A. Olsen 
Mfg. Co. of Elyria, and president of 
Henry Furnace Co., Medina, Ohio; 
and Bruce T. Cunningham, sales exe- 
cutive of Research Products Corp., 
Madison, Wis. 

Mr. Olsen, progressive in the warm 
air business, is the former manager 
of Fox Furnace Co., division of Ameri- 
can Radiator, and past president of the 
National Warm Air Heating and Air 
Conditioning Association. Cunning- 
ham is a member of the Postwar Pers- 
onnel and Training Committee of ICI. 
The companies represented by the new 
directors are charter members of the 
Institute. 
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Distributors! 
Dealers! 


Superflame 


20 Popular Models . . . 3 Complete Lines! 


You Get Easier ... Quicker PROFITS with Superflame 


Superflame Gives You Top, Medium and Low Priced Lines to SELL NOW 
... While Others Wait. All This PLUS the Superflame DeLuxe Twin! 


Exclusive Superflame Fuel Saver Gives You Extra Sales Appeal! 


No other manufacturer gives you so 
much! Think of it! Three complete 
lines 20 popular models! Super- 
flame’s franchise enables you to sell 
now, while others wait. We can deliver 
popular, smartly designed Superflame 
Space Heaters to new, progressive dis- 
tributors, now! 


QUEEN STOVE WORKS, INC. 


ALBERT LEA, MINNESOTA 


Popular-Priced Superflame 
Combination Radiating 
and Circulating Heater 


Alert dealers will welcome this op- 
portunity to get into sales action now 
with Superflame. Superflame’s style, 
workmanship and exclusive sales fea- 
tures like the Fuel Saver, give you 
something extra to sell. Valuable ter- 
ritories are open in certain sections for 
top-flight distributors. Write us today. 


Superflame Kitchenette 
A “Red Hot" number 
With Real Sales Appeal 


Superflame FUEL SAVER 


Gives You Extra Sales Help 


Exclusive! Something extra to sell — 
a sales feature your competitor can’t 
equal! Superflame Fuel Saver saves 
20% fuel cost. Cuts stack heat loss 
30% by actual test. Increases radiat- 
ing capacity, radiating surface 100%. 
A big feature you can really sell! 


OIL BURNING SPACE HEATERS ... WATER HEATERS ... FLOOR FURNACES 


Superflame DELUXE TWIN 
Exclusive Economy Features You 
Can Really Sell ! 


Exclusive! ... The only twin heater 


with the Fuel Saver. Saves 20°% of 
fuel costs. 

Exclusive! . . . Two heaters in one. 
Use one burner in mild weather — 
both when extra heat is needed. 
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THROUGH the years the name DAYTON has been 
synonymous with sound engineering and construc- 
tion. DAYTON’S greater durability assures more 
’ satisfaction for your customers and increased 
profit for you. Obviously, then, you’re making 


the right selection when you choose Life-Long 
DAYTON Water Systems. 


The Dayton Pump & Mfg. Co., Dayton, Ohio 


WATER 


PAGE 146 


G-E OFFICIALS ATTEND HOUSEPARTY—Art# Linkletter, master of ceremonies 
on the G-E Houseparty radio show, recently entertained visiting G-E executives 
in Los Angeles, where they answered questions put to them on the post-war 


appliance plans of the company. Left to right: C. W. Theleen, manager of 
sales, Traffic Appliances; B. M. Tassie, Pacific district manager, Appliance Sales: 
S. B. Maher, manager, Los Angeles Appliance Distributing Branch; Art Linkletter: 
A. M. Sweeney, manager of sales, Major Appliances, and B. W. Bullock, advertis- 
ing manager, Appliance & Merchandising Dept. 


Reconversion Is Dealer Problem, Too, 
Lawson of Kelvinator Points Out 


The retailer shares with the manu- 
facturer the responsibility for speedy 
and effective reconversion—and his 
problems as a distributor of goods 
are likely to be even more extended 
than those faced by the producer, 
Charles T. Lawson, vice-president of 
Nash-Kelvinator Corp. in charge of 
Kelvinator sales, told two association 
audiences recently. 

“While the manufacturer's job can 
be accomplished in a matter of months, 
it seems that the retailer may have 
to take much longer than that to re- 
build his sales forces to a point con- 
sistent with the opportunity lying 
ahead”, Mr. Lawson said, addressing 
both the Electric League of Western 
Pennsylvania and the Beaver Valley 
Electric League. 


Reharnessing Manpower 


The retailer’s reconversion problems 
hardly lie in physical reconstruction, 
he said, pointing out that these things 
“can be taken care of in stride”, but 
rather are primarily concerned with 
the revitalization and reharnessing of 
sales manpower. The reconversion of 
men, he believes, is the most serious 
of the post-war tasks facing merchan- 
disers, especially those normally hand- 
ling products not available during the 
war period. 

Aside from the general need for a 
resuscitation of “the arts of salesman- 
ship”, Mr. Lawson outlined the major 
phases of the problem as including: 


1) the reorientation of servicemen and 


war workers entering or reentering the 
selling field; 2) the competition with 
other professions for the services of 
the best men; 3) the need for intelli- 
gent and tolerant coaching of green 
or rusty manpower: 4) the develop- 
ment and activating of sound “work 
plans”, and 5) the need for far better- 
informed salesmanship. 

Pointing up the joint responsibility 
of distributing and manufacturing 


JUNE, 


Rebuilding and Revitalizing 
Sales Power Seen as Dealer's 
Big Problem 


forces in working for post-war pros- 
perity, Mr. Lawson asserted that 
whether full employment after the 
war means 53, 55 or 60 million persons 
the job is not entirely “industry's”, as 
is generally declared. Of the 54-million 
persons employed in 1941, he said, only 
14,700,000 were engaged in any manu 
facturing, construction or mining 
efforts, while 16,000,000 were employed 
in retailing, wholesaling, finance and 
service type of professions, proprietors. 
self-employed, etc. Of the latter figure 
retail stores and wholesale trade alone 
accounted for nearly 7,000,000 individ- 
uals, he pointed out. 


Big Competition Foreseen 


Speaking of the potentialities of the 
post-war market, Mr. Lawson de- 
clared that while there will be “greater 
purchasing desire and greater purchas- 
ing power”, there will also be the 
“greatest competition of all time for 
the consumer dollar”. As an example 
in point, he cited the case of one of 
his department heads who recently 
sat down with his wife and listed the 
number of things they had expressed 
an intention to buy after the war 
When the list was totalled, he said, it 
actually amounted to more than the 
man’s yearly income after taxes. 

“His case is no different from that 
of most consumers today”, Mr. Lawson 
said. “He has the desire and his in- 
come outlook is good—yet many sales- 
men will be competing for his dollar, 
and whoever does the best job of sell- 
ing him is going to be the one who 
gets the sale”. 
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HERE are still more than 25 MILLION cars rolling over the nation’s streets and 

_ highways. The Motorola highway sign is a familiar landmark to these splendid 
is in- prospects, and, after the war, the Motorola sign program will be bigger than ever. 
— -For the RIGHT ANSWERS to your post war radio problems, write or telephone 
£ sell- your Motorola Distributor. He is at your service! 
who 
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Who wants ’em? 


Folks who read The American Home. 


How did you ever find that out? 


Through The American Home Reader-Consumer 
Panel—an almost exact cross-section of the 2,350,000 
homes into which The American Home goes each month. 
In our latest poll, made in March, 1945, 20% of the 
members of the Panel said they would buy electric irons 
within the next year, if they were available. Now, 

if you apply that 20% to our entire circulation ... 


Those American Home readers 
sure mean business! 


You bet they mean business—for electrical 
appliance dealers everywhere. But that’s only 
natural, because full-time homemakers are the 
only people who read The American Home. These 
are the people with the longest lists of household 
appliance needs—lists that are growing all the 
time. When Peace comes, they will be the busiest 
appliance shoppers in America. 


no plata like 


HOME 
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Predicts !/3-Million 
Home Freezer Sales 


Home freezer sales probably will 
settle down after the first flush of post- 
war demand to approximately 300,000 
to 400,000 unit sales a year, predicts 
Allyn R. Heck, newly-appointed mer- 
chandise manager of the household re- 
frigeration department of the Westing- 
house Electric and Mfg. Co.’s Appli- 
ance Division at Mansfield, Ohio. 

Mr. Heck, whose appointment was 
announced recently by G. H. Mei- 
linger, household refrigeration man- 
ager of the Division, added that 
“Westinghouse also looks for the larg- 
est refrigerator business in our 
history.” 

“We anticipate substantial sales of 
home freezers and of the new two- 
temperature refrigerators in which 


ALLYN R. HECK 


there will be ample space for the stor- 
age of frozen foods and the refriger- 
ation of unfrozen foods as heretofore. 
Mass market sales of the standard type 
of refrigerator will account for the 
majority of the business for some time 
to come,” Mr. Heck declared. He 
continued : 

“Home freezer demand in the im- 
mediate post-war period will be influ- 
enced to a great extent by whether or 
not rationing is continued after the 
war, how rapidly and extensively the 
food industry makes frozen foods 
available, and how valid are the widely 
divergent predictions of consumers’ 
post-war purchases. 

“Surveys and estimates ranging 
from the ultra-conservative to the as- 
tronomical of which product the con- 
sumer will buy first when the war is 
over must be tempered by recognition 
of the tact that, with products unavail- 
able, it is easy now for the consumer 
to believe sincerely that a certain item 
will be his first post-war purchiase 
Later, when civilian goods are again 
made, he may need or be sold quite a 
different piece of merchandise. 

“For that reason it is essential to 
lay now the sales groundwork that 
will place an option on the consumer's 
long-dormant dollar. Our sales train- 
ing for postwar will put greater stress 
on visual teaching methods and we are 
devising a new program which will 
dramatically and simply inform re- 
tailers and other newcomers to the 
appliance business of our product and 
the opportunities in our field,’ Mr. 
Heck said. 

From 1936 until 1939 Mr. Heck was 
associated with the Westinghouse 
plant in Mansfield, serving first as 
Central District sales supervisor for 
the full line of electric appliances, then 
as sales promotion manager of that 
district and later in the sales depart- 
ment of the headquarters refrigeration 
section. 
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The more you know abo : 
business, the better Binations and record changers, 
Lear franc le e wire recording, television, FM, ptr 
wi improved world-wide tuning. 
ean-cut, down-to-earth, Ther i 
square-shooting deal that provides 
the dealer with sets to sell that Lear franchise. It has purposel 
aren't surpassed anywhere. It gives been prepared to be one of o* 
him merchandising advantage that most advantageous opportunities 
definitely puts him in line for a in the industry. 
profitable, fast-growing business. 


If you are interested and feel you 


They're the kind of radios that will can meet the qualifications, ad- 
create active consumer demand — dress LEAR, Incorporated, Home 
with all the newest electronic Radio Division, 230 East Ohio 
developments — phonograph com- Street, Chicago 11, Illinois. 
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“DL” Float Valves Help Protect Rolling Field Kitchens 


In the last war, someone was always shooting the 
cook—just about dinner time. The smoke from coal 
or wood-fired rolling kitchens made a fine target for 
enemy artillery and bombers. 


Our army field kitchens are now fired by gasoline or 
oil. There is no telltale smoke to reveal the location of 
the kitchen and the mealtime concentrations of men. 
Meals can be cooked after nightfall because the kitchens 
do not glow. 


Thousands of these field ranges, tent heaters, water 
heaters and furnaces—wherever our men are fighting 
—are equipped with "DL" Float Valves. 


"DL" Float Valves are in demand by manufacturers 


of war equipment because of their simplicity of design. | 


A screw driver is the only service tool needed. 


When our soldiers return, thousands of them will re- 
member the reliable service rendered by "DL" Float 
Valves, making much more saleable the postwar stoves, 
furnaces and heaters equipped with these valves. 


“DL” FLOAT VALVE FEATURE 


AUTOMATIC TEMPERATURE 
COMPENSATION 


Fuel oil viscosity increases as temperature 
drops. To avoid underfeeding when oil is 
cold—overfeeding when warm, the “DL” 
Float Valve has a simple temperature 
compensation which automatically main- 
tains constant fuel delivery regardless of 
temperature. 


Detroit Lusricator COMPANY 


General Offices: DETROIT 8, MICHIGAN 


Division of American Ravuator & Standard Sanitary conronanion 
Canadian Representatives: Railway and Engineering Specialties Limited, Montreal, Toronto, Winnipeg 


PAGE 150 


Rocky Mountain 
Dealers Warned 
On Post-War Hurdle 


Appliance dealers are going to have 
a vigorous promotional job to do after 
the war, according to Ray Jones, chair- 
man of the retailers’ division, and Har- 
old T. Rankin, chairman of the sales 
and promotion section of the Rocky 
Mountain Electrical League, at their 
spring conferenge in Denver recently. 

Some of the obstacles to post-war 
business which dealers will have to 
surmount. Mr. Jones said, are: 1. 
Competition by cooperatives; 2. The 
projected sale of complete laundry and 
kitchen equipment as part of the con- 
tract consideration by building contrac- 
tors; and 3, the sales resistance to ap- 
pliances built up by the public during 
wartime, when they have been forced 
to “do without” many of the electrical 
conveniences. 

An example of the public’s ability 
to “do without” was given by Mr. 
Rankin, in the “slowly lifting brown- 
out” in Denver, where outdoor lighting 
restrictions were lifted recently, but 
customers have been slow to take ad- 
vantage of the release of these restric- 
tions. According to Mr. Rankin, the 
customers have found out they can get 
along just as well without the bright 
lights formerly thought essential, and 
they now require re-selling. 

Mr. Rankin further advised dealers 
and servicemen to study customer needs 
before selling them new appliances. 
“The sale of an electric dishwasher,” 
he said, “may have repercussions if the 
old water heating unit is not capable 
of delivering enough hot water.” 


The Servant Problem 


F. F. Mc Cammon, REML’s presi- 
dent, on the other hand, predicted that 
post-war economy will see a continu- 
ance of the servant problem. High 
wages and the independence which 
goes with factory work, he predicted, 
will keep many of the former domestics 
from returning to their old employ- 
ment. More complete electrification of 
homes will solve this problem, accord- 
ing to Mr. Mc Cammon, and at the 
same time solve the dealer’s prob- 
lems. 

Victor C. Moulton, secretary-treas- 
urer of the Rocky Mountain Chapter, 
International Association of Electrical 
Inspectors, who participated in the 
round table discussions, said now is the 
most suitable time for planning post- 
war merchandise. Directing his re- 
marks largely to manufacturers and 
distributors present, he pointed out 
that the cost of making a cheap pro- 
duct is only slightly less than that of 
a first quality appliance of good per- 
formance and long life. He urged 
standards above the minimum of medi- 
ocre as an approach to new business 
and to satisfied customers. 


Farm and Home Freezer 
Association Elects 


The Farm and Home Freezer Asso- 
ciation elected F. J. Bommer, Jr., of 
the Sanitary Refrigerator Co., Fond 
du Lac, Wis., at its meeting in Chicago 
in March. J. K. Noel, Jr., of the 
Victor Products Co., Hagerstown, 
Md., was made vice-president, and 
W. E. Wilson, Wilson Cabinet Co., 
Smyrna, Del., treasurer. The secretary 
is Ed. G. Vale of Washington, D. C. 
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wifes funeral 


Mrs. Howe died, they say, Elias Howe didn’t have money enough to 
V4 buy a new suit of clothes to go to her funeral—and a good friend helped 
him out. Elias Howe was “poverty poor.” 

You’d think Elias Howe would have been a very, very rich man, because he 
had invented and patented the sewing machine quite a few years before, in 1846. 
Right there in his workshop was one of the greatest labor-saving, money-making 
inventions in American history — gathering dust. 

When Howe died, in 1867, the American people were buying about 40,000 
sewing machines a year—from somebody else. The world was giving deserved 
credit for one of the most helpful machines of all time—to somebody else. 

Elias Howe really should have expected what happened. He did not seriously 
try to make people want the sewing machine. He didn’t shout out the story that 
they could always depend on the sewing machine with the name “Howe” on it. 
Howe didn’t advertise. 

Somebody else did. Isaac Singer did. « 

Singer advertising made the Singer sewing machine a necessity for better living. 
Singer’s brand advertising spurred 21,000 people to buy Singer sewing machines 
in 1863. Continued brand advertising was helping to convince 2,000,000 pur- 
chasers a year before the war that Singer meant satisfaction. 

If Singer hadn’t used brand advertising — name advertising— maybe the sewing 
machine would have died as a dust-catcher on old Elias Howe’s workbench. 
Every woman is thankful it didn’t. 

Brand advertising always creates mass markets for better things, and mass 
production has to supply them. It can supply them—and does supply them—at 
prices that keep dropping lower. All of us pay less to live better, with the big 
help of brand advertising. 


It happened to PACKARD 


$4,100 in 1912 but $1,375 in 1941 


People began to want Packards when + 
they began to hear about Packards 
—through advertising. Packard’s 
“brand advertising” helped bring 
more people better cars, at lowered 
cost. Brand advertising of reliable 
Products pays off. Ask any 
consumer “who buys ’em.” 
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FREE REPRINTS OF THESE STORIES OF ‘““WHY AMERICA’S GREAT’ 

This series of newspaper and magazine advertisements is offered 

as a public service by Fawcett Publications, Inc., 295 Madison 
_ Avenue, New York 17, N.Y. Write for frec proofs. 


FAWCETT PUBLICATIONS, INC. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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AUTOMATIC 
TIMERS 


that will help sell 


All G-E automatic timers use 
exclusively the well-known Telechron 
motor —the heart of the timer. ye 


For prompt delivery (following * 
WPB release) order NOWfromour « 
nearest office, or write General 
Electric Co., Schenectady 5, N.Y. 


Buy all the BONDS you can—and keep all you buy 
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For ELECTRIC RANGES A 


Select the G-E range timer, built- 
in (mechanism only) or completely 
cased (illustrated). 


For REFRIGERATORS B 


Select the G-E defrost clock 
(built-in model illustrated), which 
automatically defrosts every 24 
hours. 


For OIL BURNERS or STOKERS C 


Select the G-E day-night timer, 
with or without stoker, hold-fire 
contacts, and the G-E thermostat. 


For CLOTHES DRYERS D 


Select the G-Eclothes-dryer timer 
(built-in model illustrated)— 
Sequential cut-off protects fabrics. 


For COLLECTION “METERS” E 


Select this G-E coin-operated 
timer for easy collection of install- 
ment sales. 


For APPLIANCE RENTALS F 


Select this G-E coin-operated 
timer for apartment-house wash- 
ing machines, hotel radios, etc. 


Ansley Radio Corp. 


To assist dealers in increasing in- 
terest and demand for symphonic rec- 
ords, the Ansley Radio Corp., Long 
Island City, N. Y., has inaugurated an- 
other in its continuous series of dealer 
promotional helps. It has secured the 
services of John N. Burk, program an- 
notator of the Boston Symphony Or- 
chestra, who will provide informative, 
interesting program notes for a series 
of booklets which will be distributed 
to Ansley dealers for give-away to 
customers. Each booklet contains de- 
scriptive material on one of the world’s 
great symphonies and its composer, 
including biographical sketch, back- 
ground on composition and musical 
analysis by Mr. Burk. 


U. S. Dept. of Agriculture 


“Home Canning of Meat” is the ti- 
tle of a new bulletin prepared by the 
Bureau of Human Nutrition and 
Home Economics, Agricultural Re- 
search Administration, U. S. Dept. of 
Agriculture, Washington, D. C. which 
contains information on how to can 
poultry, pork, or other meat, raw pack. 
the use of a steam-pressure canner, 
and how to can using tin cans and 
glass jars. 


General Electric 
Lamp Dept. 


Mercury lamps, their operating char- 
acteristics and applications have been 
neatly summarized in word and picture 
in a new 6-page folder by the engineer- 
ing division of G-E Lamp Dept. at 
Nela Park. C. E. Weitz and C. L. 
Amick are the authors. The folder 
describes sunlamps, black light types, 
mercuries for general lighting appli- 
cations, fluorescent black light types 
and germicidal lamps. 


CSTATE DISTRIBUTING CO. FORMED— 
Plans for distribution of Estate Heatrola 
* products in greater Cincinnati were com- 
p.eted recently with the formation of 
“Estate Distributing Co.” S. C. Bern- 
hardt, (left), vice-president in charge of 
sales, Estate Stove Co., Hamilton O. is 
shown above discussing opening of the 
new company with Ray C. Thomas, 
(right), its manager. 
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Brides will like washday with the Whirlpool washer and ironer q 3 ug 


to speed soiled clothes into immaculate cleanliness. 


War brides who have returned to their families realize the 


heavy overuse which home laundry equipment takes during 


wartime. Their eagerness for the new Whirlpool line means 


profits to dealers on new and replacement sales. 


Whirlpool production . . . based on big volume . . . paced 
to big demand . . . results in low costs. Models are modern 
. easy to operate . . . mechanically sound. 


The new Whirl-o-matic . . . launders automatically. Only a 
single turn of the dial is needed for its entire operation . . . 


it soaps . . . washes . . . rinses . . . damp dries. 


NINETEEN HUNDRED 
MOM Your Inquiries Ave Invited 


ST. JOSEPH MICHIGAN USA. 


D'S LARGEST MANUFACTU 


whe 


RER OF HOME LAUNDRY EQUIPMEN 
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S. C. Johnson & Son, Inc. 


“What's Ahead in Product Fin- 
ishes?” is a new booklet issued by S 
C. Johnson & Son, Inc., Racine, Wis 
listing the advantages of Wax-O- 
Namel as a finish for civilian goods, 
and for household appliances particu- 
larly. 


The Lau Blower Co. « 


A folder entitled “The Lau Blower | 
Co. At War” was issued recently out- & 


lining the company’s war efforts in ‘ig 
bed 
Lear, Inc., Chicago, Iil., which re- 


cently made public its plans for Lear 
wire recording in connection with 
their home radios has prepared a book- 
let on wire recording. A brief, com- 
plete explanation of Lear wiring re- 
cording is given in question and 
answer style, with illustrations that 
explains the process clearly. 


Radio Corp. of America 


“Opportunities in Radio and Elec- 
tronics for Returning Service Men” 
by Brigadier General David Sarnoff, 
president of R.C.A. is a booklet re- 
cently released as an aid to war veter- 
ans interested in applying their war- 
time training and experience to devel- 
opment of careers in civilian life. 


Voss Bros. 


Voss Brothers have brought out a 
booklet for distribution to their trade 
featuring just how far back in history 
the firm was making washers. When 
Bell invented the telephone, before 
Edison’s lamp. when horse cars were 
modern, long before the first typeset- 
ting machine, before the photograph 
and prior to the first horseless buggy. 
Voss was making washers from the 


so that tomorrow, _when the 
so bigger ample supplies of timber floated to 
. their doors. The company has been 
is finished, Home producing washing machines since 
1876, the booklet says. 
Farm Freezers, an important ‘and 


F. W. Wakefield Brass Co. 


“Red Spot Lighting” for offices. 
drafting rooms, schools, is a new 
booklet issued by F. W. Wakefield 
Brass Co., Vermilion, Ohio. 


Westinghouse Electric & Mfg. Co. 


“It All Adds Up,” a new Westing- 
house film in color, was released by 
Westinghouse Electric Appliance Di- 
vision’s service department recently 
It portrays in a light vein the prob- 
lems encountered and boners pulled 
by a new serviceman during his first 
outside service calls, and illustrates 
how to organize service calls, handle 
the public and perform service calls 
expertly and quickly. One of the mos: 
ambitious training projects ever un 
dertaken, this film includes a cast o! 
more than 20 professionals and wa; 
produced on specially built sets, ac 
cording to L. K. Baxter, manager, 
service department. 
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LOW TEMPERATURE APPLIANCES AND EQUIPMENT 
AND FARM FREEZERS SELF SERVICE FROZEN FOOD DISPENSING CABINETS 
: or the American Kitchen, des "contained and automatic... Takes froz 
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tomorrow. success in the household appliance field. 
REFRIGERATION CORPORATION of AMERICA 5 
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THE FAMILY HOME can be Arvin Radio-furnished 
pletely and ec ically, when war demands on 


? 
Then, there'll be a complete new line of Arvin Top 
Flight Radios, including a wide choice of models for 
field ' ; : every one in the family — for every room and outdoors, too 
—little radios, big ones, middle-size ones, table and floor 

record changers and FM, portables and rural battery sets. 

mat J z Top Flight designers and engineers have the new Arvin 

Co. ane: Radios ready for production. Veteran craftsmen will build 
hs into them their many years of war and peacetime radio 

experience. And you'll get really dependable values from 


fices. 
new 


Hing - 
Di- ae we coming Arvin Products will inciude: ARVIN—in vadics and other products the family enjoys. 
ntly While you're waiting for them — buy more War Bonds. 
rob- prod Round Laundry Tubs. . . Automatic 
Electric irons... Portable Electric NOBLITT-SPARKS INDUSTRIES, INC. 

ed General Offices: Columbus, Indiana 

first , a and other things you need. Eleven plants in five indiana cities — 25 years in manufacturing 
ates 
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CONVENIENTLY CENTERED 


BUYING CAPITAL 


OF AMERICA 


Geography, alone, destined Chicago to become the 


buying center of America! From every corner of the 
Nation, all roads lead to this great central city. But it is 
more than just accessibility that has made Chicago 
the mecca of millions of buyers. Some 10,000 
manufacturers, 8,000 wholesalers and thousands of sales 
offices produce or distribute every type of 
merchandise for every class and kind of retail store! 
. Chicago is nationally important as the center of 
distribution! The obvious ease with which merchandise 
can be selected at ... and delivered swiftly, 
economically from ... such a central location is 
a factor no store owner or buyer can afford to overlook in 


planning for today—and tomorrow! 


THE MERCHANDISE MART 


i] C entered for Efficient Distribution 


CHICAGO 


PAGE 


Selling Features: 


Price: 


Shipping: 


ELECT 


APPLIANCE 


NEW PRODUCTS 


QUALITY Range 


Roberts & Mander Stove Co., 
Hatboro, Pa. 


Model K380 range. 

Equipped with four 
5-heat high speed surface units; con- 
cealed drip tray; smooth-lined day- 
light right-hand oven; combined 
automatic oven switch and tempera- 
ture control; 2-oven units: “bake” 
and “broil”; Evanator heat distribu- 
tor; waist high broiler with enamel 
grill, no smoke crown center broiler 
pan; gliding utensil drawer, and 
double size utensil compartment with 
shelf; white procelain enamel finish. 

Approximately $139.50 for 

OPA zone 1. 

Initial production has been 
sold out so it will be September or 
October before additional orders can 
be accepted. Shipping has started 
against the orders now on hand, but 
at a limited rate. 

Electrical Merchandising, June, 1945. 


Device: 


v 


ABSORB-O-DOR 
The Presco Co., 933 Mulberry St., Kansas 


ity, Mo. 

Device: Air filter for home refriger- 
ators. 

Selling Features: Designed to keep 
refrigerator fresh and sweet, absorbs 
food odors, eliminating food waste 
through “off taste” in leftovers, 
butter, milk, etc.; can be installed 
in any convenient spot in refriger- 
ator; measures @ x 53 x 13 in. and is 
adequate for any capacity up to 12 
cu. ft.; last 3 years. 

Price $3.85. 

Electrical Merchandising, June, 1945. 
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M-B Iron 
Manning, Bowman & Co., Meriden, Conn. 


Model: “The Iron-That-Wags-Its- 
Tail” No. 2494. 

Selling Features: 1000-watts; 4 Ibs; 
a.c. only; war model in black and 
chrome finish; black Bakelite 
handle; top shell treated with black 
penetration hard wearing surface; 
base chrome over nickel; Guards- 
man thermostat; handy wheel dial 


JUNE, 


Price: 


heat selector ; 

tail cord saver. 

$11.70 approved by OPA. 

Shipments: Small quantity authorized 
will be shipped to some of M-B’s 
distributors who, because they were 
unable to complete allocations made 
last fall, have not previously received 
irons. 

Electrical Merchandising, June, 1945. 


swivel action wag- 


TELECHRON Alarm Clock 
Warren Telechron Co., Ashland, Mass. 


Device: “Selector” alarm clock. 

Selling Features: Automatically turns 
radio on or off ; can also be used for 
starting percolator at given time; 
switching household lights on and 
off ; timing roasting operations; de- 
frosting refrigerators. Due to its 
switch mechanism rated up to 1650 
watts, it will time and control any 
household appliance. 

Price: Approximately $10. 

Availability: Through regular Tele- 
chron distribution outlets. 

Electrical Merchandising, June, 1945. 
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SOLAR Insect Lamp 
Solar Electric Corp., Warren, Penna. 


Device: Insect repellent lamp. 

Selling Features: Designed for use 
outdoors; ceramic coating on inside 
of bulb transmits only the yellow 
portion of spectrum, which discour- 
ages night flying insects. 

Price: 25¢; 100-watts, 35¢. 

Electrical Merchandising, June, 1945. 
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several famous designers are now 


giving special attention to the exterior 


appearance of Stewart-Warner radio | a 


cabinets. GOOD LOOKS as well as 


« | hidden qualities 


«| willbe the very best | ST F W A T. 


Stewart-Warner 


radio sets are 


CHICAGO 14, ILLINOTUS 


again available. 


ART} | WARNER 
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OUR CUSTOMERS are expecting a lot from 
war manufacturing “know-how” and tech- 
nique—are you going to sell them the same old 
vacuum cleaner in a new package—or will you 
sell them this truly post-war, new and revolu- 
tionary McAllister Bagless Vacuum Cleaner? 
Here’s a vacuum cleaner that is new and 
streamlined in appearance—and in unparalleled 
performance. It does everything better than the 
old-fashioned cleaner and offers outstanding ex- 


clusive features! 
eaner PLUS: 


h its carefully 
n, efficiently 


The Vacuum tl 
h, wit 


ing brus 
Its floating tructio 


engineered Jed lint and 
ses imbedt ‘tion and aif 
ev 
ement because the and rushes 
or we am by-passe* dir filtration area. 
a larger porous pare ted, greater, 
throug® easily demonstrate’ 
This mean» fficiency- 


aning 
maintained cleaning 


NO BAG TO EMPTY 
No Filters to feplace- 


forever t 


In addition, the McAllister actually MOTH 

PROOFS all furnishings and woolens the 

government approved way. 

Write today for complete details of the 

McAllister franchise and profit building mer- 

chandising plan! 

FRANKLIN McALLISTER CORPORATION 

Sales Office: 135 S. LaSalle St., Chicago 3, Ilinois 
Factory: Joliet, Mlinois 
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MODEL LIGHTING—Shown above are the Berkens brothers of Cleveland, O., where 
they recently opened their new General Fluorescent & Appliance Co. store. Marvin 
Berkens, left, and Harry, right. Rainbow cove lighting from G-E Mazda F lamps 
are used throughout the 2-store establishment, in addition to 75 footcandles from a 
system of general lighting fluorescent fixtures. The store is considered a model of 
post-war store lighting for smart merchandising. 


$50,000. 


San Dreco, Cattr—Trent German, 
for many years associated with South- 
ern California Edison Co., Los An- 
geles, is the new owner of United Ra- 
dio Service, 931 C. St. 

Brinceport, Conn.—Ed’s Radio Ser- 
vice was recently incorporated by Ed- 
ward A. Syarto, 1081 Stratford Ave. 
Dansury, Conn.—H. E. Sachs, re- 
cently was granted incorporation pa- 
pers for the Modern Home Appliance 
Co., 20 White St. 


Hartrorp, Conn.—Parts Producing 
was recently incorporated to deal in 
radio parts and to assemble into fin- 
ished radio units. Capital stock 
Incorporators: Donald D. 
Swift, West Hartford; G. Walter 
Scharf, Forest Hills, N. Y.; M. Allen 
Swift, Windsor; Jonathan G. Swift, 
Canaan. 

Hartrorp, Conn.—Certificates of in- 
corporation were issued recently to 
Cole Electrical Products Co., 14 Si- 
gourney St; principals C. W. Cole, 
112 Washington Ave., East Hartford; 
and Louise L. Cole, 481 Prospect Ave., 
West Hartford. 

Hartrorp, Conn.—A new firm, re- 
cently incorporated is Paul’s Radio 
Service, 1570 Main St., according to 
P. R. Cardolico, 42 Russell St. 


East Hartrorp, Conn.—Eastwood 
Radio Sales & Service, 11 Lewis St., 
was recently incorporated by, M. L. 
Farnham and Mrs. Alice R Farn- 
ham. 

East Hartrorp, Conn.—Frank’s Ap- 
pliances, 2 Roberts St., is a new firm 
opened recently by Frank Reidinger. 


Stamrorp, Conn.—New England Re- 
frigerating Service, 1 Reynolds Ave., 
was recently incorporated by W. L. 
Black. 

SoutHincton, Conn.—A new firm 
was recently opened, Acme Refrigera- 
tion Service, Vermont Ct., by C. K. 
Hughes and Michael Poglitsch, 171 
Ledger Crest Ave., New Britain. 
Ocata, Fita.—Radio Tronics is a new 
radio repair shop recently opened in 
Ocala at 10 East Ocklawaha. It is 
operated by J. B. Hamilton and Joe 
Comer, both veterans of radio work. 


OcaLa, Fra.—Robert Y. Edmondson 


has purchased the stock and equipment 
of the Bishop Electric Co., 216 Se. 
Magnolia, and plans to continue to 
operate the business of general electri- 
cal contracting, specializing in home 
wiring, industrial installation and allied 
work. 

Fitzceratp, Ga.—A new corporation 
is being formed in Fitzgerald, Ga., by 
the owners of the Home Furniture Co., 
to sell and install all kinds of electrical 
appliances. 

Princeton, Inp.—A branch of the 
Root Dept. Stores of Terre Haute was 
opened recently at Broadway and Main 
Sts. William Wyman is manager. 
They will carry home furnishings and 
electrical appliances. 

WaterLoo, Iowa—The Bennett Sup- 
ply Co. has been organized with au- 
thorized capital of 1,000 shares, par 
value $100 and 1,000 shares common 
stock, par value $100 to buy, sell, 
wholesale and retail, home appliances. 
S. F. Knittel is president; V. N. 
Bennett, vice-president; T. I. Perrin, 
treasurer. 


Detroit, Micu.—The Electric Mart, 
Inc., capitalized at $25,000 has been 
formed to deal in electrical appliances. 
Principals include August Wallick, 
F. H. Panzer and John Gillespie. 


Cuartorte, N. C.—New departments 
to be added by J. H. Fields, who has 
leased an adjoining store building at 
103 N. Tryon, include radios, house- 
hold appliances and electrical goods. 
Burrato, N. Y.—Harold M. Adams, 
2695 South Park Ave., announces the 
opening of the Acme Washing Ma- 
chine & Appliance Service Co. 
Burrato, N. Y.—The Family Wash 
Machine & Electric Appliance Co., was 
recently opened by Everett F. Pataillot, 
561 Humboldt Parkway. 

Akron, O.—Market Appliance & Ser- 
vice Co., Inc., has been incorporated 
with 36 shares of no par value common 
stock. Principals, John L. Dibble, 
Cuyahoga Falls, O.; Emmett D. Mid- 
dlesden, and Ernest L. Dibble. 
Co_tumsus, O.—Joseph F. Ryan and 
E. W. Patton, doing business as West- 
gate Furniture & Appliance Co., have 
leased the property at 3322 West 
Broad St., for five years. 
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All Four Divisions 
Have Been Awarded 
Army-Navy With Stars 


Chris-Craft, world’s largest maker of speedboats, cruisers and motor 
yachts, has a line of new streamlined beauties on the drawing boards 
that are sure to be seen on every lake and river in the peacetime years 
to come. Their refinements, as compared with prewar models, are 
almost too numerous to count...and one of the most important 
available accessories is ship-to-shore radio, for which Chris-Craft will 
recommend famous Raytheon High-Fidelity Tubes, 

Radio equipment for marine use must be able to take plenty of 
battering abuse, and Chris-Craft’s recommendation of Raytheon 
Tubes is based on their splendid wartime performance under the 
most gruelling battle conditions -on land, sea, and in the air. 

The moral of this story for you, the radio service dealer, is that 
Raytheon Tubes, capable of absorbing the punishment of war, are the 
best bet for giving your customers the dependable, rich reception they 
rely on you to provide. Their consistent performance ... plus a post- 
war Raytheon merchandising program that will revolutionize the radio 
service industry ... are the two big reasons why you should feature 
Raytheon Tubes now! 


Increased turnover and profits . . . easier stock control . . . better 
tubes at lower inventory cost ... these are benefits which you 
may enjoy as a result of the Raytheon standardized tube type 
program, which is part of our continued planning for the future. 


Raytheon Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 
Newton, Mass. * Los Angeles * New York * Chicago * Atlanta 
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RAYTHEON 


Wigh Fidelity 
ELECTRONIC AND RADIO TUBES 
DEVOTED TO RESEARCH AND THE MANUFACTURE OF TUBES FOR THE NEW ERA OF ELECTRONICS 


RAYTHEON ruses RECOMMENDED 
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SO CONVENIENT 

and COMPACT! 
Few electrical appliances in recent years have been received 
with such enthusiastic approval as DUO-CHEF . . . the 
time-saving, step-saving automatic toaster with built-in tubu- 
lar cooking unit. It TOASTS . . . IT BREWS COFFEE 
. «. It COOKS. And it has extraordinary style appeal. 


No wonder dealers everywhere are saving a place for Duo- 


Chef! Write for name of nearest distributor. 


MERIT-MADE PRODUCTS 


Merit-Made, Inc. 
31 Franklin Street 
Buffalo 2, N. Y. 
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Totepo, O.—Torrence Radio Service, 
formerly at 2012 Madison Ave., has 
moved to larger quarters at Madison & 
Thirteenth Sts., and plan to enter the 
appliance business according to Henry 
K. H. Torrence, general manager. 


Torepo, O.—Grayson Electric Co., re- 
cently opened in Toledo, is planning to 
engage in the major appliance business. 
Partners are Grayson Knox and Don 
Cart. 


Torepo, O.—The Lion Store, a depart- 
ment store, is opening a third annli- 
ance shop to be located in East Tol- 
edo, and they will carry a complete 
line of appliances, radios and other 
goods. 


GresHAM, Ore.—Radio Sales & Ser- 
vice, featuring Zenith radio and ap- 
pliance, has opened at 45 Main St. 


PortLanp, Ore.—Oregon Hardware & 
Electric Co. has opened at 200 W. 
Washington St. 


Cotumstia, S. C.—Summerville Elec- 
tric, Inc. received a charter recently 
to do a general wholesale and retail 
electrical supply and appliance busi- 
ness ; $20,000 capital; Officers; Marvin 
M. Mace, president and treasurer; 
Gordon L. Luke, vice-president and 
secretary. 


Kincsport, Tenn.—United Furniture 
Stores Inc., 223-225 East Sullivan St., 
has purchased three additional build- 
ings—another step toward its proposed 


post-war remodeling and improvement 
Special feature of the new store will 
be electrical appliance department car- 
rying a complete line. 


Tenn.—Alderson Electric 
& Appliance Co., was onened recently 
at 820 South Main St. L. Ray Alder- 
son is owner. 


Fort Wortn, Tex.—W. W. Slaughter 
is the new president of the Shield Co.. 
Inc. radio and refrigerator dealers. Mr 
Slaughter recently purchased inter- 
ests of his partners in the firm. 


Bertin, Wis.—Leonard Kosloski and 
Ralph Wieland, have onened a new 
electr:.al and refrigeration store at 
109 Broadway. They will specialize 
in service and will handle appliances 
and refrigerators. 


CassvitLte, Wis.—Roe & Hauk. a new 
appliance and radio firm, has been or- 
ganized by Harold Roe, head of the 
Roe Electric Co., and William Hauk 
Jr., radio and appliance renair man 
They will be located in the Houghton 
Bldg. on Main St. 


Green Bay, Wts.—National Appli- 
ance Sales Corp. has anplied for a 
charter to engage in wholesale, retail, 
jobbing and distribution of household 
appliances. C. R. Jirtle, H. H. 
Bomalaski and V. J. Muench are prin- 
cipals. 


MitwavuKkeE, Wis.—The Milwaukee 
Household Appliances, Inc., has been 
chartered to manufacture, buy, sell, 
lease or otherwise deal in at wholesale, 
retail or both, household appliances, 
furnishings, equipment, etc. Authoriz- 
ed capital of 200 shares at no par. 
The principals include E. R. Reiff, 
K. E. Brown and J. R. Ertz. 


Maid 


offer you a 


READY MADE MARKET 


Kitchen Maid Cabinets — backed by 23 years of extensive national 
advertising — offer progressive dealers unlimited sales and profit 
potentialities ... Available in single “package” units or combined 
assemblies — completely finished, ready for use . . The unequalled 
knowledge and experience of the Kitchen Maid distributor organ- 
ization —over 23 years of “know how”—is available to dealers in 
planned assemblies for both new and old homes... Some dealer- 
ships are open. If interested, write— The Kitchen Maid Corp., 356 


Snowden Street, Andrews, Indiana. 


THE FIRST MODERN KITCHEN 
— 
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CADIES WOME 


Whether your town is large or small, Journal readers use electrical 
appliances, call on you for service and electrical needs: for example, in 


Hartford, Conn. (popuiation 190,000). The J. L. Roche Appliance Co. does a lively business 

repairing electrical appliances. Recently, out of 101 women in homes where they made 

service calls............. 02% said they read the Journal 


Ashtabuia, Ohio (powuiation 26,200)... A high proportion of the service calls made by the 
Pember Electrical Co. are in Journal homes. Of 101 customers recently interviewed. ..... 
MBG said they read the Journal 


Save waste paper—bundle it properly and send it to war 


All ever Ameriea ... eustomers 
eome in when the Journal comes out 


*Largest audited circulation of any magazine 
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Nui the same Telechron “Selec- 
tor” clock, of course, but when you 
find out how handy this electric 
alarm is, you'll want to have several 
in your post-war home. 

First of all, itll be the most 
pleasant alarm clock you've ever 
known. In the morning, it will 
switch your bedside radio on to a 
preselected station... and you can 
awaken to the strains of sweet 
music. Day and night, it will turn 
your radio on for your favorite 
programs — and shut the set off 
at bedtime, too, whenever you 
choose. 

And then, great days . . . a Tele- 
chron “Selector” clock can start 
your coffee percolator at a given 
time, switch your lights on or off, 


TOMORROW'S TELECHRONS 


This Telechron advertisement is working for 
you today . . . to build a demand for the 


Telechron electric 
alarms you'll be selling 


tomorrow. With a circulation of 21,067,930, 


Telechron advertising appears in: 
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time your roaster, defrost the re- 
frigerator. Almost as versatile as 
a magic robot, it will perform 
dozens of household tasks. And 
used as a clock, it will always bring 
you the right time without winding 
or care. 


Of course, the “Selector” isn’t 
coming off the Telechron produc- 
tion lines now . . . they're devoted 
to war work. But it is right up top 
in Telechron’s post-war plans . . 
and it will be on its way to you 
when the war is won . . . bringing 
you Telechron accuracy, dependa- 
bility and long life, as well as these 
new timing features, at a price 
that’s surprisingly low. 

WARREN TELECHRON COMPANY 
ASHLAND, MASSACHUSETTS 


THE SATURDAY 
EVENING POST 


COLLIER’S 
LIFE 
AMERICAN MAGAZINE 


LADIES’ 
HOME JOURNAL 


AMERICAN WEEKLY 


SeattLe, WasH.—McKay Appliance 
Co., recently filed incorporation papers 
to deal in electrical appliances, house- 
hold and equipment. Capital $100,000; 
principals William O. McKay; Charles 
M. McKay; and Morris Allper, all of 
609 Westlake, N. 

SeatrLe, Wasu.—Electri¢é Home 
Corp,. was recently incorporated to 
deal in electrical equipment and ap- 
pliances. $50,000 authorized, incorpo- 
rators: C. E. Bishop, R. W. Bishop, 
Jr., and G. O. Medack. 


Woop.tanp, Wasn.—Mr. and Mrs. 
James Tiger have announced that 
they will soon open an electric shop 
with emphasis on fixtures and wiring 
materials and other electrical acces- 
sories. 


KaLaMA, WasH.—In the near future 
a store will be opened by J. J. Kud- 
lacek to handle a complete line of 
electrical appliance. The new firm will 
be known as Kudlacek & Fulford. 


BELLINGHAM, Wasu.—After more 
than 34 years in the electrical busi- 
ness Asa S, Clark has sold the busi- 
ness of Clark Electric Co., at 1223 
Commercial St. to Harry Arthur Han- 
sen who has been employed with the 
firm for the past 11 years. The busi- 
ness will continue under the old name. 


t 


KenosHa, Wis.—Long refrigeration 
Sales & Service, filed articles of in- 
corporation here recently. 


ASHLAND, Wis.—C. J. Hoskins has 
opened the Appliance Sales & Service 
at 220 Fourth Ave., West, specializing 
in commercial refrigeration. He will 
also do general electrical repair work 
and will handle electrical appliances 
later. ° 


JANESVILLE, Wis.—Theodore Davey 
has opened the Davey Tire & Ap- 
pliance Co., 209 W. Milwaukee St, 
and will handle electrical appliances, 
hardware and auto accessories. 


Oil-O-Matic Votes on 
Merger with Eureka 


That a vote was being taken by 
stockholders of Williams Oil-O-Matic 
Heating Corp., Bloomington, IIl., on 
the subject of a merger with Eureka 
Vacuum Cleaner Co. was revealed 
recently by W. A. Matheson, president 
of Oil-O-Matic, who so advised the 
Chicago Stock Exchange. W. W. 
Williams, chairman and founder of 
the Oil burner firm, is said to be 
planning to retire. Williams Oil-O- 
Matic makes domestic and commercial 
oil burners, water heaters, commer- 
cial refrigeration and for post-war 
plans to market combined heating and 
air conditioning devices. 
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“Poplars planted by my window” ... . is not the romantic 
plaint of some Juliet, but the present pride and future plan of many a Midwest 
farm wife, whose kitchen window is her watchtower on both farm and world... 
The tall delicate trees that sentinel the straight roads of Normandy, are mirrored 
in the placid Lowland canals . . . now shade farm driveways, screen farm home 
from farm factory, assist the native scene ...and also symbolize new standards of farm 
living, new markets in the farm homes of SF subscribers! ... In the fifteen SF states, 
the farmers with the nation’s best land, the largest yields and highest incomes 
... have had five years of prosperity, and now have spectacular credit and 


savings accounts which promise new parity for the house with the barn, and 2 


4 


priority for family living over livestock and other farm needs. SuccessruL FARMING’s 


twenty-five year crusade for better homes, comforts, and conveniences, will pay big dividends to 


Ne 


suppliers smart enough to pre-sell these prime prospects in the first farm market... And x 
SuccessFUL FARMING, read and liked by more SF subscribers’ wives than any women’s magazine, 

today ranks as a woman’s medium important enough to get first consideration from any supplier 

to the American home! . . . Find out the facts about farm home market potential—any office... 


SuccessFUL Farminc, Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles 
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“Boy, when | get home, I'm 
going to want.a lot of good, solid 
comfort, and to me, that means 
AUTOMATIC OIL HEAT. No 
fuel handling or furnace tending 
for me, thanks! I want the com- 
fort and economy of oil heat, plus 
the convenience of thermostatic 
furnace control. 


“One fact I must consider is that 
the house we bought before the 
war is small, like 75% of America’s 
homes. The furnace will need to 
burn only two or three quarts of 
oil an hour to keep every room 
comfortable. That's why I'm choos- 
ing an H.C. Little Floor Furnace, 
with a vaporizing type oil burner. 


*You see, I can't use a pressure type 
burner because, generally speaking, 
they are not satisfactory when burn- 
ing less than a gallon of oil an 
hour (which is entirely coo much 
for a small home). whereas the 
H.C. Little vaporizing burner op- 
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erates at peak efficiency on two or 
three quarts an hour, which is 
exactly what we'll need. 


"There are many manufacturers 


of vaporizing equipment, but I'm 
picking H. C. Little because they 
lead the field, with the only fully 
automatic, electric ignition, natu- 
ral draft vaporizing type burner 
available in a complete line, in- 
cluding Floor Furnaces, Basement 
Furnaces, Utility Furnaces, Space 
Heaters, Water Heaters, Wall 
Furnaces, etc.” 


"How do I know all this? 
Well, my neighbors back home 
have a Little Floor Furnace 
and I've seen plenty of Little 
equipment doing a swell job 
in Army camps, even up in 
Alaska! Why don’t you do 
what I did? Write 
H. C. Little for full 


information. 


HEAD OFFICE: San 
Rafael, Calif. Branches 
in Principal Cities. 
Pioneers in the Automatic Oil 
Floor Furnace and Specialists 
Low-Cost Automatic Oil Heat 
for Small Homes 


Minnesota Surveys 
Its Farm Potential 


Example of the rural appliance and 
electrification market that is about to 
cast aside its swaddling clothes and 
walk like a man may be found in the 
survey of Minnesota recently com- 
pleted by the North Central Electrical 
Industries of Minneapolis. 

“Not only must the industry know 
where these rural customers are lo- 
cated,” declares Wm. A. Ritt, secre- 
tary-manager, “but what buying power 
they have and whether sales and serv- 
ice facilities are available or can be 
established.” 

Service manager A. H. Kessler 
thinks that one of the most interest- 
ing bits of information is the number of 
towns in each county by population 
brackets. It permits seeing at a glance 
the number of towns which could sup- 
port profitable. farm dealerships, de- 
velop and serve the market for elec- 


_ trical farm products. 


Statistics Developed 


This study was prepared’by the asso- 
ciation in cooperation with the Farmer, 
rural journal of St. Paul. 

It reveals that Minnesota has a total 
population of 2,792,300, and 197,351 
farms. Some 180,929 farms reported 
on their implements and machinery. 
It was revealed that 50,075 of the 197,- 
351 farms were served by power lines 
April 1, 1940, and four years later 
102,039 were getting juice. These 
farmers had in the bank on Jan. 1, 
1944, $1,953,157,000. 

The state has 745 incorporated places 
of which 399 are under 500 popula- 


tion. There are 119 towns from 1,000 
to 2,500 people, 34 with from 2,500 to 
5,000 and 29 cities of 5,000 to 10,000. 

The first rural lines were con- 
structed by commercial utilities for ex- 
perimental and research work as far 
back as 1923. Loan allotments of the 
Rural Electrification Authority to 
cooperative projects in Minnesota to- 
day stand at $26,939,202. REA plans 
for the three-year period after mater- 
ials and manpower become available. 
to serve 57,700 new customers. Cost 
of distribution lines and related facili- 
ties to be built is estimated at $31,500,- 
000. 

It is interesting to note in passing 
that Minnesota was among the first 
of the states to adopt standard wiring 
regulations for farm lines with inspec- 
tion supervised by the State Board of 
Electricity. All farms have been 
wired with these regulations since 
1938. 


PCEA Conference Plans 
Announced 


Pacific Coast Electrical Association 
conferences are planned for June 2) 
and June 28 at Los Angeles and San 
Francisco respectively. The Business 
Development Section plans a program 
which will include talks by A. H. 
Schanuel, secretary of the Indoor 
Climate Institute, C. E. Greenwood, 
commercial director of the Edison 
Electric Institute, Dr. T. K. Tressler, 
director of the Consumers’ Institute, 
General Electric Co., and by Miss 
Mary Webber, home lighting specialist 
of the lamp department of the General 
Flectric Co. 


HARDER 7 
HOME LOCKER 


are 


writ 


COMPARE HARDERFREEZ with any other home or farm freezer, and 
u'll see why experts have picked it to be the biggest selling Home 
| tind Food Storage Unit in the world! 12 cubic-foot capacity. Tem- 
rature control. Foolproof hardware. Breaker strip avoids outside to 
inside contact. Outer shell joints hermetically sealed. 25% more insu- 
lation. One piece, OKAY Plate Coil. Attractive modern design. Some 
+ available this year —huge production after the war. Order now! 


HARDER REFRIGERATOR CORP., Dept. E6 Cobteskill, N.Y. 
Rush complete information on HARDERFREEZ. 


Address 
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Eugenie Baird, Kraft Music Hall, NBC 


RECORD 
CHAACLE viavers 
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Remember 
‘Battleship 


Remember when “Battleship X” knocked 
32 out of 42 Jap planes from the sky? 
Robertshaw Thermostats for America’s famous 
gyroscopic gunsights helped achieve that victory 
— and many others. 

This new, amazingly accurate thermostat con- 
trols to within half a degree the temperature of 
the oil in which the gyroscopic mechanism of 
the gunsight revolves. This in turn insures uni- 
form functioning of the gyroscopic action under 
all climatic conditions and makes an important 
contribution to accurate fire control. 

This new thermostat is one more precision 
product of our wartime work —all of which 
points to the same peacetime result — better, 


more dependable thermostats for new ranges. 


Even More Than Before YOU CAN DEPEND ON (> 


THERMOSTAT COMPANY 
Youngwood, Pa. 
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Tom Joyce 
Joins Raymond Rosen 


Raymond Rosen of Raymond Rosen 

& Co., specialty wholesale distributors 
of Philadelphia, Pa., announced re- 
«cently that Thomas F. Joyce has ac- 
quired an interest in the company and 
will act as general manager. He was 
formerly general manager of the 
Radio, Phonograph and Television De- 
partment of the RCA Victor Division 
of the Radio Corporation of America. 


THOMAS F. JOYCE 


In making the announcement, Mr. 
Rosen said: “With the unfortunate 
death of Albert Slap, one of the 
founders of the business, it became 
necessary to have someone to take 
over Mr. Slap’s responsibilities. That 
is what Tom Joyce is to do. He has 
had a long and extremely successful 
experience in all phases of the indus- 
try’s merchandising activities. He 
played an important part in the come- 


back of the record business and the 
return of the phonograph to public 
favor. His activities in laying the 
ground work for the early post-war 
large scale commercial development of 
television, have received national 
recognition. 

Raymond Rosen & Co. was organ- 
ized in 1926, the original partners being 
Raymond Rosen, Albert J. Slap and 
Joseph Wurzel. From a modest begin- 
ning, the organization grew to the 
point where, before the war, it was one 
of the largest whalesale specialty dis- 
tributing companies in Pennsylvania. 
Among the nationally known lines 
handled by the company are: Kelvi- 
nator and Leonard refrigerators, RCA 
Victor radios, phonographs and tele- 
vision receivers, Victor records and 
RCA sound systems, Bendix home 
laundry, Eureka vacuum cleaners, and 
American kitchens. 


Milwaukee Wants 
Street-Sized Vacuum Cleaner 


A huge vacuum cleaner, big enough 
to suck leaves off the streets of Mil- 
waukee next autumn is being thought 
of by Walter Swietlik, commissioner 
of public works. The city has appro- 
priated $600 for such a unit, being in- 
spired by a similar device that has 
been used for a year in the nearby 
village of Shorewood. 

The plan calls for a vacuum unit 
to be mounted on the front of a four 
ton truck. The fan in the unit is sup- 
posed to chop up the leaves and blow 
them into the back of the truck which 
has a capacity of about 10 cubic yards. 


The Popular Electrically Lighted 
Wall Switch Plate © 


A beautiful plastic switch plate featuring a tiny, shielded 
electric light. Glows softly in the dark; goes out when lights 
are turned on. Ends fumbling, saves walls from fingermarks, 
shows when lights remote from switch have been left burning. 
Used in homes, hospitals, hotels — wherever wall switches are 
found! An ideal nite-lite for nursery, sick- ; 

room, or bedroom. Serves equally well on 
3-way and 4-way switches. Special units jj 
form multi-gang plates. Operates for less 
than 2c per year .... lasts for years with- 
out a burn-out! Backed by unconditional 
renewal guarantee! Write! 

Sales-boosting plywood counter demonstrator, 
complete with LumiNite plate, toggle 
switch, interior light socket, cord, and “a 
colorful display card — only $2.00! 


Associated Projects Co., 74 E. Long St., Columbus 15, Ohio 
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om A Faun pages like this in the 
ud SATURDAY EVENING POST, as well as in LIFE 
7 and GOOD HOUSEKEEPING, are keeping the 
famous Emerson-Electric name topmost in the buy- 


ing minds of fan prospects. 
When fans again become available you can make cus- 
tomers of these prospects, and bring added business 


to your store, by featuring Emerson-Electric Fans. 
THE SATURDAY EVENING POST 


"Say Emily....thia old fam isin 
bation shape Than. | aml" 


Many 25-Year-Old Emerson-Electric Fans * 
are still blowing strong! 


“Remember when we bought this fan 25 hind of fan that keeps blowing strong 
years ago... right after I came out of year after year. Matter of fact, though, I 


the army? We'd just set up househeep- deserve some credit, because I've oiled YOUR FANS NOW! 
ing. You were proud of my athletic fig- that fan every season... and that's a 
ure in those days, Emily...and you habit I'm going to continue . . . you can 
were proud of that fan, with the5-Year bet on that!” ago 
consecnons, whe 


Guarantee, too. Well...my shape may Emerson-Electric Fons will be beck... 
have slipped a little, but that old fan's 
in as fine shape as ever. 
“Thank goodness we had sense enough which bore charec 
then to ch an E h termed 


THE EMERSON ELECTRIC MANUFACTURING CO. . ST. LOUIS 3, MO. 
Mow York Chicage Detret les Angetes Devenpert 


ye BUY MORE BONDS IN THE 7th... 


AND HOLD ALi YOU HAVE! 


EMERSON ELECTRIC 


MOTORS: FANS APPLIANCES 
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: 
# 
QRuBBER 
DRAIN 
CONNECTORS 
new Johnson Rubber Drain 


have not only many advantages over th 
old style casting conmectors.but they 
also have many applications and can 
be made to conform to any type 

of shut-off valve or can be Cop 
nected to any typeipump in any 

shape or length. Usedon a wash- 

ing machine, the new Johns ; 

rubber drain connector with its’ 
l-inch opening hag-over four 

times the drainage volume of 

the old style ” casting open- 

ing. Add to this thé fact that 

Johnson Rubber Drain Con-. 

nectors cost far less,eliminate 
entirely the cost of gastings. 

are much easier and faster 

to install and being made bs: 
of rubber, eliminate Noises, 

absorb vibrations and pro- 
long the life of the equip- 
ment. This new Johnson 
Rubber Drain Connector 
can be adapted to a wide © 
range of uses on various 
pieces of equipment 
and offers great possi- 
bilities. Send for more 
detailed information. 


Buy a War Sond 
aud Rees Tt 


THE JOHNSON RUBBER 
COMPANY 


IDDLEFIELD, OHI 
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COLEMAN'S MILLIONTH BURNER—Employees of Coleman Lamp and Stove Co.. 
Wichita, presented their fellow Kansan, Gen. Dwight Eisenhower, with the one- 
millionth military burner producer by them under war contracts, and the millionth- 
and-first burner to Lieut. Gen. Edmund Gregory. Principals in the ceremony shown 
above are (left to right): Sheldon Coleman, executive vice-president and general 
manager; William C. Pyle, father of the late war correspondent, Ernie Pyle; 
General Rowe, who accepted the burners for Eisenhower and Gregory; W. C. 
Coleman, founder and president of Coleman; Royal Sterling, its treasurer; and 
Andrew Schoeppel, Governor of Kansas. 
ashers found the preferences of the customers 

South Wants W as follows: Washers, 2,100; electric 


Surveys Reveals 


Washing machine men who re- 
member what a tough nut to crack 
the South was in the sale of washing 
machines are rubbing their eyes over 
the news released from the Good 
Housekeeping Appliance Co. of Mo- 
bile, Ala. This firm, which is headed 
by Frank V. de Gry, recently surveyed 
the post-war wants of Mobile and 


refrigerators, 1,600; hand irons, 2,000; 
gas refrigerators, 416; kerosene re- 
frigerators, 329; butane systems, 
1,700; butane space heaters, 2,000; gas 
water heaters, 800; electric water 
heaters, 100. 

In making the survey customers 
were given priority numbers in order 
of receipt. When merchandise arrives, 
the questionnaire answerers will be 
notified. 


WHEN OUR WAR JOB 
1S COMPLETED 


New PINCOR Products 


WILL GO TO WORK FOR YOU 


@ There will be a new line for the sales- 
minded dealer—PINCOR Products —the 
result of careful planning and research, 
skillful designing and engineering, and 
exhaustively tested to insure user satis- 
faction. 

Built with many exclusive caqnstruction 
and operating features, and backed by an 
aggressive sales and merchandising pro- 
gram, PINCOR Products will make a fast- 
selling, profitable line for the progressive 


POWER LAWN 
MOWERS 


dealer who has his eye on the future. 

_Not ready now, because of war de- 
mands; but watch for the new, depend- 
able PINCOR Products and write for 


further information now. 


PIONEER 
GEN-E-MOTOR 


CORPORATION 
5841-49 DICKENS AVENUE 
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LIFE LINES 


to Retailers 


An electrical dealer in Buenos Aires recently 
asked LIFE to rush a set of the 20 United Na- 
tions’ posters he had seen offered in our ad- 
vertisement. 

He must have known his political trends. 
For two days after we had received his request 
Argentina declared war on the Axis! 


How many LIFE readers in your community? 


To give you an idea, there are more LIFE 
readers than there are telephones in U.S. homes. 


This is the 34-minute house that Hayes built. 
Just 2040 seconds before this LIFE picture of 
the completed house was taken, Californian 
Hal B. Hayes . . . helped by a crane and eight 
men ... had started to put its prefabricated 
sections together. 

Electrical connections were built in the walls 
and floors. So the family moved right in and 
started cooking dinner just as the last wall was 
put in place. 

Hayes built his house to publicize a new 
kind of concrete for prefabrication. It can be 
nailed and sawed, and it’s so light he calls it 
**Plastic Air.” 

Speaking of homes . . . They’re bought after 
whole-family consultation! 

The woman of the family doesn’t go out 
shopping and come back with a signed contract 
for a house. Wife and husband shop and act 
together. 

And it’s the same way when they buy major 
electrical appliances to use in their homes. 
They’re family purchases, too. 

That’s the tip-off as to why so many manu- 
facturers of radios and home electrical ap- 
pliances advertise in LIFE. . 

LIFE has the largest whole family audience 
of any weekly magazine! 


The local impact of LIFE is illustrated by 
what happened at the Cleveland Museum 
when LIFE carried an article recently on the 
art treasures there. 

There was an immediate increase of 68 per 
cent in the Museum’s attendance over corre- 
sponding periods of the previous year! 


LIFE moves people to act! 


Miracle material, ready to work wonders in the 
postwar world, is Plexiglas. Now most all of it 
goes into turrets, noses, and cockpits for war 
planes. But civilians are experimenting with 
many other uses. One of these is the Plexiglas 


say. LIFE often has photo-and-text articles on 
new and unusual materials, but this is only one 
of many fields which LIFE covers thoroughly and 
interestingly for its 22,000,000 weekly readers. 


LIFE has more readers every week 
than any other magazine 


LIFE sells your customers... 


They learn what’s new in 
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@ A thoroughbred in every way, 


the News-Post became the fa- 
-vorite newspaper of Baltimor- 
e eans strictly on merit. It acquired 
i circulation leadership as a result 
i of good journalism, needing no 
ts hypodermics or special offers to _ 


attract its readers. One of the 
great evening newspapers of the w 
South, in one of the great mar- j 
kets of the South, it belongs on r 
your advertising schedule now. : 


ATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE — 
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Estate Distributing 
Company Formed 


Plans for distribution of Estate 
“Heatrola” products in the Greater 
Cincinnati area were completed re- 
cently with the formation of Estate 
Distributing Co. The new company, 
a subsidiary of The Estate Stove Co., 
Hamilton, Ohio, will headquarter at 
the parent company’s home office until 
release of civilian goods, when offices 
and show rooms will be opened in 
Cincinnati. 

S. C. Bernhardt, Estate vice-presi- 
dent in charge of sales, in making the 
above announcement, said that because 
The Estate Stove Co. has changed its 
sales policy from direct dealer selling 
to sales through independent specialty 
distributors, they want to learn the 
distributors problems at first hand. 
Entering the distribution field in Cin- 
cinnati provides this opportunity, as 
well as providing a proving ground for 
sales training and sales promotion 
plans. 


Sign Hurley Franchise 


Although definite merchandise poli- 
cies of the new company are not yet 
fixed, Mr. Bernhardt revealed that the 
Estate Distributing Co. has recently 
signed a franchise with the Hurley 
Machine Co. for the distribution of 
Thor automatic washers, dishwashers 
and automatic “Gladirons.” There is 
a strong likelihood that they will seek 
the franchise of a selected few addi- 
tional top major appliance lines. Mr. 
Bernhardt also disclosed that Ray C. 
Thomas has been appointed manager 
of the new company. Mr. Thomas 
joined The Estate Stove Co. in 1937 


and in 1939 was appointed district 
manager for the South Central Ohio 
territory. 

“Tentative plans,” Mr. Thomas said, 
“call for the Cincinnati location to be 
in or near the downtown shopping 
center so that dealers’ customers can 
conveniently visit the show rooms to 
see complete displays of Estate Heat- 
rola and Thor products. No retail 
sales, however, will be made by the 
company.” 

Mr. Thomas further stated that the 
new company will immediately begin 
to franchise dealers in the territory in 
which they will operate. This terri- 
tory comprises, roughly, the South 
Western section of Ohio, ten counties 
in Kentucky and five in Indiana. Es- 
tate products will be sold only through 
these authorized agencies. 


Demand For FM Radio 
Hot In Milwaukee 


The Milwaukee Journal, which oc- 
casionally goes out and does a lot of 
buttonholing in the town that made 
beer famous, has come up with a sur- 
vey on post-war demand for radio. 
And it appears that 77.4 percent of 
greater Milwaukee’s 227,000 families 
want FM radio, while 75.9 percent 
seek standard bands. 

Here is the nub of the survey: Some 
34.3 percent listened to FM radio at 
one time or another. Only 5.9 percent 
own FM sets, making a total of about 
13,430 in operation. Some 21.6 per- 
cent insist on FM before anything else 
on the radio and 36.5 percent consider 
FM as the second most important fea- 
ture in their post-war sets. 


G-E TUBE CHECKER auicx, 


easy, accurate tube checking which saves you time 
and trouble and keeps your customers happy— 
that’s the job the TC-3P is built to do. Line 
Voltage and tube quality, or shorts, may all be 
checked on one selector switch. Individually oper- 
ated switches permit placing the proper voltage on 
the proper pin of the tube. The G-E Tube Checker 
is available in either the Portable (TC-3P) or 
Counter Model (TC-3). Write today, Electronics 
Dept., General Electric, Schenectady, N. Y. 


Electronic Measuring Instruments 


GENERAL @ ELECTRIC 


177-01 
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a PEARL HARBOR, virtually all “Eveready” Batteries have been going to the 
Armed Forces or essential war industries. 


Now the War Production Board has authorized production for civilian use. 
These “Eveready” Batteries are now available to you in reasonable quantities: 


1. Flashlight Batteries 4. "A" Batteries for Portable Radio 
. 2. Farm Radio Batteries 5. No. 6 Dry Cells 
3. “Eveready” “‘Mini-Max” “B” 6. “Eveready” Shot” 
3 Batteries for Portable Radio Batteries 
:, As in the past, the famous date-line assures freshness ... the only way to be certain 


of dependability and long life. , 


Throughout the period of shortage, our advertising has reminded customers 
of the importance of this date-line on “Eveready” Batteries. 


5TH ARMY-NAVY “E”! The Charlotte, N. C. plant of National Carbon 
Company, Inc. has recently been awarded the Army-Navy “E”. . . the FIFTH 
National Carbon Company plant to be so honored. 


BATTERIES 


NATIONAL CARBON COMPANY, INC. 
Unit of Union Carbide and Carbon Corporation 


UCC] 
General Offices: 30 East 42nd Street, New York 17, N. Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
The registered trade-marks "Eveready," "Mini-Max” and “Hot Shot" distinguish products of National Carbon Company, Inc. 
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 EVEREAD 
| EVEREADY 


LISTENING 
TO RUMORS 


OR... ARE You 
sitting TIGHT? 


AWAITING 
VICTORY 


ANDTHE 


CADILLAC 
ANNOUNCEMENT 


? 


BE 
SITTIN’ PRETTY 
—MIGHTY 
PRETTY 


LOOKING AHEAD 
TO YOUR SELLING 
OPPORTUNITIES 
wiTH 


CADILLAC 


VACUUM CLEANERS 


Let us all help to gain victory first, and 
when Cadillac gets the ‘‘go-signal’’, we'll 
be ready for quick action. We will be ready 
to help you serve the homemakers of a 
waiting America, ready to offer them, 
thru you, the ultimate in vacuum cleaner 
features and cleaning performance, and 
ready to provide you with enormous 
profit-making opportunities. Cadillac 
points to a long, proud record and looks 
forward with you to new achievements. 


Our efforts, now, are directed 
only, toward winning the war 


THE CADILLAC 
LINE WILL BE SOLD 
ONLY THROUGH 

RELIABLE 
DISTRIBUTORS 
AND DEALERS 


CLEMENTS MFG. CO. 


6666 S. Narragansett Ave, Chicage 38, lil. 


Cleaning 
for More Than Thirty Years 


ELECTRIC LEAGUE 
ACTIVITIES 


Electric Institute of Washington 


William G. Hills, of Washington, 
has been appointed managing director 
of the Electric Institute by unanimous 
vote of the Board of Directors. 

Mr. Hills has been identified with 
the electrical industry for several 
years, having been secretary of the 
Electric League of Columbus, O. prior 
to joining the Electric Institute staff in 
1935. In 1937, Hills accepted a posi- 


WILLIAM G. HILLS 


tion with the national trade association 
of the soft drink industry, as public 
relations director. In September, 1944 
he returned to the Institute staff as 
assistant managing director, which 
position he held until his appointment 
to succeed J. S. Bartlett, recently re- 
signed to accept the position as assis- 
tant commercial manager of the Po- 
tomac Electric Power Co. 

Mr. Bartlett has been elected to the 
Board of Directors of the Institute, to 
fill the unexpired term of William L. 
Jones (Pepco), who recently resigned 
from the Institute. 


Watter O. Zervas, managing di- 
rector of the Electrical League of In- 
dianapolis, Inc., since 1940, has re- 
signed effective June Ist, to take a 
position with the American Iron & 


WALTER O. ZERVAS 


Steel Institute in New York City. His 
new responsibilities will be to direct 
the research and promotional activities 
of the Institute in the uses of steel for 
electrical systems. 


THE PRESIDENT OF THE newly organ- 
ized Radio and Electronics Association 
of Indiana is William Jarrett, follow- 
ing a recent meeting in Indianapolis. 
Other officers are William Medenwald, 
vice-president; Al Reager, secretary; 
Neal Elwanger, treasurer; Leon 
Teetor, sergeant-at-arms, and R. R. 
Foster, publicity. 


BEN-HUR 
FARM AND HOME 
FREEZERS 


A Post-War Dream 
that will Come True for 
BEN-HUR Dealers 


THE NEW BEN-HUR Farm & Home Freezer is no dream—it has been fully 
proved and tested under every operating condition—ready to open a tremen- 
dous sales and profit opportunity for you. Market research shows that the 
post-war home freezer demand will require over 500,000 units a year! 


A COMPLETE LIN E—to meet every consumer need, will be available to you 
in the new BEN-HUR Farm and Home Freezers. Begin NOW to plan serving 
this great pent-up demand for home freezing and storage. 


GET IN ON THE GROUND FLOOR 
by writing BEN-HUR today regarding distributorships available 


BEN-HUR MANUFACTURING CO. 
MILWAUKEE 12, WIS. 


534 EAST KEEFE AVENUE °¢ 


Throughout the war, advertising in 
national magazines has been telling 
the housewife of JUICE KING su- 

—- JUICE KING is the home 
juicer she will know and want after 
Victory. Plan now on merchandising 
this finest of home juicers. 

Watch for JUICE KING adver- 

ing in: Ladies’ Home Journal... 
Good Housekeeping... Better Homes 
& Gardens. 


NATIONAL DIE CASTING COMPANY 


CHICAGO 4, ILLINOIS 


HOME JUICE ing 


JUNE, 


1945—ELECTRICAL MERCHANDISING EL 


i 
& FARM LOCKER PLANTS 
A Ce 
| 
— 
| 
PAGE 172 


+ OR + UALITY It’s not wise to think that all 
Steatite Ceramic Insulators are 


equivalent in quality. From selection of materials through the processes 
E of mixing, extrusion or stamping; on through the kiln to final inspection, 
as the production of a high grade Steatite Insulator requires experience, 
skill, modern tools and machinery, plus the KNOWHOW that comes 
from extensive research and development. ca 
Inferior Steatite Insulators may be produced. They may be 7 
porous or underkilned or overkilned. 
Backed by 43 years of Ceramic Leadership, constant research 
and development, highly trained workers, the most modern ma- - 
chinery and production methods, AtS1Mac has fully earned its 
reputation as “Tops Among the Steatites”. Whatever you 
are planning in the electrical or electronic field, we believe 
our specialized knowledge will be helpful. 
Let’s work together. 


AMERICAN LAVA CORPORATION 
CHATTANOOGA 5, TENNESSEE 


43RD YEAR OF CERAMIC LEADERSHIP 


CHARACTERISTICS OF 


AcSiMac STEATITE INSULATORS 

Permanent Rigidity 

Cennot Char 

Resistant to Thermal Shock 

Resistant to High Temperatures 

High ALCO has bean awarded forthe filth 
Does Not Absorb Molsture 

eco Chemically Inert quality of essential war production. 

mes 
ANY 
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Gambill Building, Nashville 3, Tennessee 


mee 
MAKES 


WASHERS 


"EAVY 'AULING DONE BY ‘ORSES—Old fashioned hay burners have been em- 
ployed by H. N. Light Co., of South Bend, Ind., to make some pickups and deliveries. 
The idea is to conserve gasoline, but Mr. Light will throw in hay ride parties and 
sleigh rides in winter to the right customer. Last winter the firm picked up a tidy 
bit of cash at $5 per hour in the sleigh ride business, hauling 24 persons about on 
joy rides. “During 1944," declares the company, “we have made over 4,000 
repairs to an average of over |! jobs a day for each and every hour of the day 
and each and every day of the year. This is our contribution toward maintaining 


the home front." 


“Meet Florence" 
Ad Campaign 


A large national advertising cam- 
paign has been launched on Florence 
ranges and heaters according to Har- 
vey E. Golden, general sales manager 
of the Florence Stove Co. 

The company has taken the view that 
help for dealers in building increased 
post-war sales should begin early. A 
“personality” to represent Florence 
herself was especially created for the 
campaign and is featured throughout 
the series of advertisements. In addi- 


tion to giving the series a friendly, 
homey touch, it is pointed to as an 
effective way to emphasize the Flor- 
ence name. 

Included in the list of publications 
are American Weekly, This Week, 
Farm Journal, American Home and 
Good Housekeeping. In _ addition, 
Sunday magazine sections and Sunday 
newspapers are being used in all the 
principal markets of the country. 
These publications will give nationwide 
circulation and reach over 30,000,000 
homes. Further advertising will be 
carried in 13 business papers to pro- 
mote the copy theme, “Meet Florence.” 
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ELECTRIC 


PLANTS 


For Any Job—Anywhere 


Reliable. economical electric service is 
yours anywhere, anytime with an Onan 


Electric Generating Plant. From the §5 basic oo 

models, the right plant for any job or appli- 250,000 

cation, large or small, can be selected. , service 
n 


Driven by Onan built, 4cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or 
emergency service. 


Models range from 350 
to 35,000 watts. A.C. 
types from 115 to 660 
volts; 50, 60, 180 cycles, 
single or three-phase; 
400, 500, and 800 cy- 
cles, single phase; also 
special frequencies. 


D.C. types range from 
6 to 4000 volts. Dual 
voltage types avail- 
able. 


series 

115 volt powered 


Write 
for engineering 
assistance or 
detailed literature 


D. W. ONAN 
and SONS 
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3240 BOYALSTON AVENUE 


MINNEAPOLIS 5, MINNESOTA 
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| 300 LOOMING LARGER EVERY DAY AS..- 


aaa BUILD BEST WITH BENDIX... FOR 
N PRESTIGE... PROFITS... PERFORMANCE 


| 
PRODUCT OF AVIATION CORPORATION 
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—IN EVERYTHING IT TAKES FOR YOUR SUCCESS 


For 27 years the fine products of Bendix Aviation 
Corporation have created a name known to millions 
of homes in America . . . the greatest name in aircraft 
radio . . . famous among millions of civilians and 
servicemen. 


POWER 


Bendix is big,in resourees—a vast organization of 
widely diversified interests . . . superbly equipped in 
every way to weather any economic changes the future 
may bring. When you build with Bendix you build for 
keeps. 


As a leading producer of wartime radio, Bendix has 
the facilities, the experience and the will to build 
precision products on a volume basis. You can expect 
the best from Bendix at the right prices in the right 


quantities. 


Bendix is now embarked on one of the largest adver- 
tising and promotion programs in the industry. The 
Bendix merchandising program is aggressive yet 
sound, providing a franchise that will be increasingly 


profitable and valuable. 


Bendix will build a complete line—outstanding in 

quality, appearance and performance. You'll do best 

with Bendix because Bendix is best with all that it 

takes to help you get your full share of the postwar 

market. Write for full information on The Franchise 
‘ith a Future. 


Bendix Radio Division * Baltimore 4, Maryland 
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CATCH THREE-WAY PROFIT 


PAGE 


CASUALTY BLANKET—Pvt. Robert G. Holmes, now stationed at the Aero-Medical 
Laboratory, Wright Field, demonstrates the casualty blanket—standard equipment 
now for all heavy bombers. Note straps on each side making tt possible to use the 
blanket as a stretcher in removing wounded from plane. 


Automatic Blanket 
Protects Airmen 


The electric blanket, in revised form, 
is now being used in high altitude bomb- 
ers for the protection of wounded airmen, 
according to a recent announcement made 
by David C. Spooner, Jr., manager of the 
Automatic Blanket and Sunlamp Division 
of General Electric Co. 

While crew members are already ade- 
quately protected by electrically heated 
garments, the need for the casualty blanket 
lies in the frequent necessity of i 
these garments to apply tourniquetg- or 
other first aid treatment, which ften 
renders the heated garment inoperative. 


Already being used on combat missions,’ 


the blanket reduces danger of- shock, ex- 
posure and excessive cold to a wounded 
man, since it protects him to temperatures 
as low as 60 degs. below zero. An auto- 
matic control, developed by George C. 


Crowley of G-E, is provided with ead 
blanket, which adjusts energy input » 
that resulting protection from cold i 
always normal. 


ty 


Recommended Standard 7 
For Water Coolers 


The National Bureau of Standards, 
U. S. Department of Commerce, re- | 
cently. issued a bulletin— Recommended 
Commercial . Standard for Self-Con- | 
tained. Mechanically ~ Refrigerated | 
Drinking ‘Water Coolers, TS-3921,— 
according to I. J. Fairchild, chief, | 
Division of Trade Standards, and it is | 
being circulated to the trade for writ- 
ten acceptance, in order that it may be- 
come more widely effective through | 
establishment as a commercial stap-| 
dard. 


Number One—Be in the market early when the de- 
mand is high. Number Two—Handle a line whose 
quality, price and sales appeal give you a fast turn- 
over. Number Three—Take advantage of the long 


profit margin in Dominion appliances—a Line Worth 
Waiting For! 


Products 

Flat Irons Coffee Brewers 
Toasters and Stoves 
Waffle Irons Soldering Irons 
Sandwich Curling Irons 

Toasters and Hair Driers 

Grid-A-Bouts Mixers 
Table Stoves Heating Pads 
Heaters Infra-Red Lamps 
Poppers Fans 


DOMINION ELECTRICAL MFG., Inc. 
MANSFIELD, OHIO 


TRADE MARK 


> 
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When you install a Breezo fan, 
you can forget it. ‘Heavy-duty 
construction” applied to these 
fans means exactly what it 
says, — they are built to oper- 
ate continuously with no atten- 
tion except for lubrication. Be- 
cause the square panel is rigid 
and strong, with welded-on 


arms, unskilled labor can safely install Breezo fans. 
Motors are standard makes suitable for continuous 


service. 


Six sizes available to 24", for practically any current. 
Write for Bulletin 3222-C giving complete details. 


First 
For Fans 


BUFFALO FORGE COMPANY 
205 Mortimer Street, Buffalo, N. Y. 


Canadian Blower & Forge Co., 
Ltd., Kitchener, Ont. 


BREEZO 
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this Little seal 


Guaranteed by 
Good Housekeeping 


settles a sale! 
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She’d like to the thread— 

to be sure there are 80 yards on the spool. AS Ad 

She’d like to squeeze all the pears, 

to be sure they’re not too ripe. 

She’d like you to make some ice cubes 

right before her eyes—to be sure 

a refrigerator will actually freeze water. 


But when an item under her inspection 
bears the Good Housekeeping Guaranty Seal — 
she completely forgets her usual qualms 


and questions. 

Again and again and again—this 

little seal settles a sale. 
nt. 

For women consider it a sign that the 

claims made have been carefully checked Hous eke ep In g 
NY by Good Housekeeping. 
1. Y This seal has, it seems, become a symbol 
_ of value to our 8,600,000 readers, 

tor Whey ey ‘ The Homemakers’ Bureau of Standards 

we give this seal to no one—the product that has it, earns it 
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APPLIANCES 


LOOK FOR THIS 


TRADE MARK 


WHEN YOU BUY 
APPLIANCES 


INSIST .. 


SOFT-RUBBER 


SOLD EXCLUSIVELY 
BY 
UNITED STATES 
RUBBER COMPAN 
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Wiring Standards 
Approaching Completion 


Progress is being made in revising 
the standards for adequate wiring in 
homes and on farms. 

The sub-committee doing the job 
met April 4th and reviewed in detail 
the latest drafts. These are being re- 
vised without delay in accordance 
with the findings of the sub-committee 
for submission to the Industry Com- 
mittee which will review and subse- 
quently present them to the ten na- 
tional organizations sponsoring the 
project. 

The whole group of standards will 
be in several sections and it is pro- 
posed that the two sections now being 
revised be entitled, respectively, 
“Handbook of Residential Wiring De- 
sign” and “Handbook of Farmstead 
Wiring Design.” H. R. Stevenson of 
Detroit Edison Co. and Morris Lloyd 
of Niagara, Lockport and Ontario 
Power Co. are, respectively, chairman 
of the technical sub-committee of the 
Industry Committee responsible for the 
detail work. 


Many Changes Made 


In its presently recommended form 
and arrangement the Residential Hand- 
book differs considerably from the 
original one. It will be more con- 
venient to use and easier to apply be- 
cause of the clear distinction drawn 
between requirements and  recom- 
mendations. 

The Farmstead Wiring Standard 
will be the outcome of extensive in- 
vestigation and much study. As a 
pioneering effort it will be divided 
into two parts—one covering wiring 
for light and power in all types of 
farm buildings, while the other dis- 
cusses the outside distribution system 
on the farm. It gives promise of being 
a most importarit contribution to the 
forwarding of more complete electri- 
fication of our farms. 


Nash-Kelvinator War 
Orders Over Billion 


Nash-Kelvinator Corp. and subsid- 
iaries have turned out more than 44,- 
000 cargo trailers, 150,000 propellers, 
15,000 aircraft engines, 200,000 rocket 
motors, 4,500,000 incendiary bombs, 
and 125,000 gun mounts since 1941, ac- 
cording to George W. Mason, presi- 
dent, in the first detailed report of the 
corporation’s war production. Mr. 
Mason asserted that heretofore mili- 
tary restrictions prohibited disclosure 
of product quantities except in terms 
of dollar volume. 

The corporation and its subsidiaries 
also manufactured more than 200,000 
binoculars, 260,000 propeller control 
governors, 650,000 bomb fuses, 175,000 
shell containers, in addition to undis- 
closed quantities of complete helicop- 
ters, as well as smoke generators and 
parts for tanks, trucks, submarines and 
ships. 

Nash-Kelvinator’s war production, 
Mr. Mason said, amounted to more 
than $1,100,000,000 at original contract 
prices. Because of price reductions, the 
corporation delivered its large wartime 
output for approximately $600,000,000. 
The production, Mr. Mason said, 
which was at the rate of three or four 
times the level of peace time output, 
was accomplished without increasing 
the number of management executives 
or supervising personnel. 


COLD: QUARTZ ULTRAVIOLET 
BAe THERAPY LAMP 


> 


The retail sale of Sun-Kraft 
Lomps is restricted to those who 
are in need of ultraviolet ther- 
apy, and may be sold only upon 
the presentation of a written 
orcer or prescription from a 
licer.sed medical practitioner. 


GENUINE QUARTZ TUBE 
95% ultraviolet output—no heat 


. BUILT-IN AUTOMATIC TIMER 


Controls duration of treatment 


. QUARTZ TUBE GUARANTEED 


For 5 years. Will not burn out, discolor 
or weaken in ultraviolet ray intensity 


FREELY FLEXIBLE 
Adjustable to treat any part of body 


COMPACT, PORTABLE 
Weighs less than 15 pounds 


BRUSHED CHROME FINISH 
Will not stain or rust 


A.C. OR D.C. CURRENT 
Uses less than 50 watts 


HANDSOME CARRYING CASE 
Goggles, full instructions with each lamp 


Priced to Retail at $64.50 


War Production Board limitation order number L-259 
as amended April 7, 1944, permits us to manufacture 
Sun-Kraft Ultraviolet Ray Generators for civilian use. 


Sun-K: 


Inc. 


acc 6. Pat. 


DISTRIBUTORS FRANCHISES 
Available for the NEW, STREAMLINED 


EMPIRE PORTABLE IRONER 


We are accepting applications. Write (do not 
wire or phone) outlining territory, organization 
and manufacturers represented. This is the origi- 
nal, patented, portable ironer. There are nearly 
2,000,000 Empire electrical products in use.— 
Established 1925. 


EMPIRE APPLIANCE 


DISTRIBUTING CO. 


ATTENTION: MR. MARSH 


480 Lexington Ave., New York 17, N. Y. 
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“Jim, turn over and quit mumbling in your sleep 


ELECTRICAL MERCHANDISING—JUNE, 


that Solid Cincinnati reads The Cincinnati Enquirer!” 


It’s something wide-awake space buyers are keeping in mind, today: The 
Enquirer is Cincinnati’s most interesting newspaper. Modern. Streamlined. 
Carries the nation’s top features. Constantly checked by reader surveys. 
The Enquirer is the newspaper that reflects— and appeals to—the solid, 
substantial, thinking people of Cincinnati you want to reach. As you would 
expect —The Enquirer carries more advertising linage than any other Cin- 
cinnati newspaper. 


The Cincinnati Enquirer is represented by Paul Block and Associates 


1945 


(4A) 
¥ == 
ie 
Y 
A 
\= 
= 
ING PAGE 179 |= 


Believe it or not, dear, 
I’m waiting for a SESSIONS Clock! 


HE truth is, so many beauty-starved people are waiting far Sessions 
Clocks that postwar profit forecasts for Sessions dealers are the most 
optimistic ever! 


And there are two things in the wind at Sessions which makethese dealer 
profitcasts exceptionally reliable. 


One is a complete, new line of Sessions Self-Starting Electric Clocks which 


will include everything from popular-priced alarm and household models | 


to elegantly-styled Westminster Chime clocks. 


The other is a hard-hitting, well-timed national advertising and mer- 
chandising campaign that can’t fail to put this new line “front and 
center” on the postwar buying stage! The Sessions Clock Company, 
Forestville, Connecticut. 


essions (locks 


“The House of Westminster Chimes” 
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Retail Food Stores 
To Electrify 


A recent survey of independent retail 
food merchants made by The Progres- 
sive Grocer on their attitude toward 
four general classifications: Changes 
contemplated, improvements, accessor- 
ies and equipment and refrigeration, 
revealed that 28 percent of the 2,754 
merchants answering the questionnaire 
definitely plan to install new fluor- 
escent lighting; 7.1 percent will add 
air conditioning, and 3.6 percent will 
add a locker plant. 

Under refrigeration, 14.3 percent 
are definitely going to buy a walk-in 
cooler; 10.3 percent frozen food cases 
of the pre-war type and 12.2 percent 
will buy frozen food cases of the open, 
self-serve type; 6.5 percent plan to 
buy bottled beverage coolers; and 11.2 
percent are going to buy refrigerated 
produce cases. 

Nine percent said they will build a 
»completely new store; and 31.5 percent 
will make extensive improvements. 


Magnavox Sets Up 
Dealerships 


District sales managers of The 
Magnavox Co. are now setting up 
dealerships in major and secondary 
marketing areas, according to Frank 
Freimann, executive vice-president. 
Approximately 80 percent of the Mag- 
navox instruments were merchandised 
through major market areas in the 
prewar years. 

“We do, however, appreciate the 
importance”, said Mr. Freimann, “of 
the secondary markets and have fast- 


ened our sights on developing these 
areas as well as we have the major 
markets. Magnavox will continue its 
policy of selective direct factory to 
dealer distribution. Outlets will con- 
tinue to be only the top music, furni- 
ture or department stores in each city”. 
Magnavox radio-phonograph instru- 
ments will sell in a price bracket of 
probably $200 to $700 and will con- 
tinue to stress, as they have in the 
past, excellent tonal qualities and fine 
authentically styled furniture. They 
will incorporate no “gadgets” designed 
purely to “sell” or create an artificial 
obsolescence. 


It's a Small World 


Sergeant Stuart Schwartz of 
Chicago, a former Sentinel Radio 
employee, tells of an interesting in- 
cident which supports the adage, 
“It’s a small world.” One day he 
was busily working in an Army 
radio repair shop in England when 
a pilot brought in his personal 
radio-for repair. The pilot asked 
him, “Think you can fix it?” 

“Yes, sir,” Schwartz told him. 
“It’s a Sentinel, and back in 1942 
I worked for the Sentinel Radio 
Corp.” 

Sergeant Schwartz gazed at the 
radio for a brief moment, then 
opened up the back. A surprised 
yelp escaped his lips. 

“Why, I made this very radio!” 
he cried. “Look—that ‘60’ stamped 
there. It’s my old time card num- 
ber! Boy oboy!” 


Watch Sperti set the pace 


JUNE, 


in ““Sunlamp” sales this fall 
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World of Sound to Helen Traubel 
“Listen... 

“There is a bird in flight ... Even in 
this darkness I see it in the rhythmic 
beating of its wings . . . in the rustle 
of the leaves as it passes above me... 
in the sound of the swaying branch on 
which it comes to light . . . and in the 
crackle of the twig that has fallen 
beneath it... 

“Each sound about me paints its pic- 
ture... there is the wind . . . the faint 
splash of the stream . . . even of my 
own presence ... for I must be in a 
new world of sound... 

“How like this is the music of a sym- 
phony .. . each note clear and true... 
alive... 

“How like this is the music of Beetho- 
ven as I heard it played by the Meissner 
.. + This is a new world of sound, yet I 
have been here before . . . and it is a 


The Hush of Evening Reveals a New 


world I can visit again and again... 
with the magic carpet of my Meissner.” 


So vivid were Helen Traubel’s impres- 
sions of the famous Meissner radio- 
phonograph that, even in this woodland 
world of natural sound, the memory of 
its rich voice was not dimmed. The 
world’s greatest dramatic soprano had 
recognized in the Meissner the ability 
to reproduce recorded music with na- 
ture’s own true tone. 

You, too, will marvel at the glorious, 
natural voice of the Meissner that 
graces your postwar home. You will 
appreciate the new convenience of the 
Meissner Automatic Record Changer 
that plays doth sides of any record in 
sequence. You will take pride in the 
luxurious cabinets, designed by master 
craftsmen. And you will thrill to the 
Meissner’s AM, FM, and Super Short- 


wave radio reception. 


Now there is only one such Meissner 
in existence. In the music room of the 
high school in Mt. Carmel, IIl., it brings 
the inspiration of great music to the 
boys and girls of Meissner’s home city. 


After victory, when the men and 
women of Meissner who created this 
great, new instrument can turn their 
skills to production for peace, this beauty 
of tone that has won praise from many 
great artists will be yours. 


Reprint of advertisement in The Atlantic, Fortune, Harper's Magazine, Houso Beautiful, House & Garden, National Geographic, Town & Country 
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Your Community 
will point with pride 
to its 

Meissner Dealer 


Why? Because the man who will 
be the Meissner dealer in your 
community has already estab- 
lished a reputation for quality 
and service with a clientele that 
appreciates the finest in any 
product. He has the facilities, 
the ability and the financial 
strength required to add an 
instrument such as the Meissner 
electronic radio-phonograph to 
his present line. He knows that 
the many people in his commu- 
nity who have responded to ad- 
vertising like that shown here 
will naturally look to him for 
their postwar Meissner. 
* 

You may be the Meissner dealer 
in your community. In many 
areas, Meissner exclusive dealer 
franchises are still available. 
The men who obtain these 
franchises will find new profits 
and prestige during the postwar 
period, and an immediate group 
of prospects who have been 
attracted to the Meissner by 
an extensive national adver- 
tising campaign. 

If you meet the requirements 
outlined above, write to our 
Chicago office—g36-A North 
Michigan Avenue, Chicago, I!!. 
today. An executive of our 
company will contact you at the 
earliest *possible opportunity. 


METSSVNER 


MANUFACTURING COMPANY + mT, CARMEL, ILL 


Please address your inquiries 
to Chicago Office: 


936-A NORTH MICHIGAN AVENUE 
CHICAGO, ILLINOIS 
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THE COMPLETE LINE 


With Amana you are READY to cash in on a 
GREAT NEW APPLIANCE MARKET. The 
three modern AMANA FREEZERS fit the 
needs and pocketbooks of ALL USERS. GET 
FACTS on AMANA., It’s a good name to be 

associated with. Write or wire, 


Refrigeration Division 


AMANA SOCIETY 


AMANA, IOWA 


Model 50 

5 CU. PT. CABINET. 
Accessible .. conven- 
ient . . counter - bal- 
anced lid. No waste 
space. 


Model 90 

9 CU. PT. CABINET. 
Full view counter- 
balanced top. Con- 
tents easily acces- 
sible. 100% usability 
of storage space. 


Model 200 Freezer - Cooler | 
A complete private Locker Plant. 
23 cu. ft. sharp freezing capacity. 
120 cu. ft. Cooler. 


1915 


ELECTRIC WATER HEATERS 


YOU TAKE NO CHANCES... when you select a 
“SEPCO"—designed, developed and manufactured by us, for 


the past 30 years. 


During that time we've taken out all the “bugs''—left off all superfluous 
gadgets. The time tested features that remain are those necessary to 
provide a quick, economical and reliable supply of hot water. 


Note these exclusive "SEPCO”" features 


VV With the vertical heating unit, water is heated continuously while 


rising. 


\/ Temperature is accurately controlled from the inside by SEPCO 
snap action immersion type thermometer. 


\/ Cold water is perfectly diffused, assuring maximum draw-off, with 


minimum drop in temperature. 


\/ Advantage—No draining of tank necessary to remove heating unit 


or thermostats. 


\/ And last... our safety feature—a fusable plug in the end of sepa- 


rable well at thermostats. 


Here you have the features which make the SEPCO “tick.” 


You can rely on our statements... 
“We keep you in hot water and make you like it.” 


AUTOMATIC ELECTRIC HEATER CO., INC. 


POTTSTOWN, PA., U.S. A. 
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NO TIME FOR CELEBRATION—Workers 
at the Casco plant, Bridgeport, Conn., 
were too busy making fuses for the 4.2 
goon gun mortars and jellied oil bombs 
to celébrate V-E day. Sylvia Gannon is 
shown here with some of the mortar fuses. 


Washington-Philadelphia 
Television Broadcast 


The first television program ever 
broadcast from Washington, was 
transmitted recently to a _ television 
audience in Philadelphia over a new 
multiple-relay television network de- 
veloped by Philco Corp., and heralded 
as the forerunner of future nationwide 
television chains. 

Appearing on this inaugural telecast 
were the Hon. Paul A. Porter, chair- 
man of the Federal Communications 
Commission, Dr. Karl T. Compton, 
president of Massachusetts Institute of 
Technology and chairman of the Re- 
search Board for National Security; 
and John Ballantyne, president of 
Philco Corp. 

The broadcast gave a_ scientific 
demonstration that it is entirely possi- 
ble and practical to connect distant 
cities for television by a series of 
micro-wave television relay trans- 
mitters. In this new network, six 
television transmitters were used to 
carry the television pictures from the 
Philco studio in Washington to the 
final television station, WPTZ in Phil- 
adelphia. Television signals were re- 
layed at four intermediate points on 
hill tops along the route—Arlington, 
Va., Odenton, Md., Havre de Grace, 
Md., and Honeybrook, Pa. to reach 
Philco television station WRTZ which 
transmitted the program to its tele- 
vision audience throughout the Phila- 
delphia metropolitan area. 

The new chain is the first multiple- 
relay television network in the world 
linking two major cities. 


New Cord Available 


Electric appliance repairmen may 
use new connecting cord obtained 
under provisions of CMP Regulation 
9A where area building or electrical 
codes require it even though the old 
cord might be made useable for the 
remainder of this year. This was 
allowed under an amendment to the 
regulation effective April 17. Previ- 
ously, cords which could be rendered 
useable could not be replaced. 


JUNE, 


¢ 
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FOR V-DAY 


Yes, this is your White Cross 
post-war Toaster. It’s not 
available now but—it’s ready 
for the market, breathtaking 
with streamlined. beauty and 
startling functional refine- 
ments—all EXCLUSIVELY 
White Cross! ... Your V-Day 
plans should include White 
Cross Kitchen Appliances: the 
line that has 54 years of 


“know-how’’ designed into 


every detail § § 


. POP-UP TOASTERS - WAFFLE IRONS AND SAND. 

WICH TOASTERS + THERMOSTATIC FLAT IRONS + 
HOT PLATES + COFFEE VACS 

SOLD THROUGH LEADING JOBBERS EVERYWHERE 


NATIONAL STAMPING & ELECTRIC WORKS 
3212-EM WEST LAKE ST., CHICAGO 24, ILL. 
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BOSTON’S dowagers, 
bless ’em ... are few, fussy and frugal. 

But the diligent daughters, whether office workers or 
housewives, count their purchases in the millions. You'll 
find them in Boston’s largest department stores or in the 
smallest community grocery... cr6wding the counters for 
food or fripperies, clothes or cosmetics. Yes, the mass 
buying group is the pay-envelope group... the over 92% 
of the 745,347 families with incomes less than $5,000 a 
year. Sell them and you sell Boston! The surest, quickest 
and least expensive way is with the tremendous 
over-500,000 daily circulation of the Record-American and 
the almost 600,000 circulation of the Sunday Advertiser. 
Nearly 75% of this vast circulation is directed right to the 
heart of these same medium and low income groups who 
make 88% of the entire purchases in the entire area! Yes, 
dowagers are nice to know socially .. . but it takes the 


diligent daughters to put your product over! 


CIRCULATION 
COUNTS! 

DAILY | TOT. NET PD. 
Record-American, 513,701 
Globe 304,157 
Herald-Traveler 357,027 

ost | 395,473 
SUNDAY | 
Advertiser 594,699 
Globe 355,991 
Herald | 205,945 
Post | 273,934 


INS ZBOSTON 


SELL THE **MARKET OF THE MILLIONS.” 


REPRESENTED BY HEARST ADVERTISING SERVICE 
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RECORD-AMERICAN 


SUNDAY ADUBRTISEE 


you through this door and 
let you in on the plans we're mak- 
ing for the post-war period. But we 
can tell you this much—as soon as 
conditions permit, USALITE will 
come forward with scads of origi- 
nal ideas. Our big job is still sup- 
plying America’s Armed Forces 
with sure, dependable USALITE 
Flashlights and Batteries. When 
we have finished this assignment, 
our experience and 
“know-how” will be 
turned over to our 
after-the-war line... 
a line of Flashlights 
and Batteries you 


can count on to meet 
your most critical 


demands. 


NO. SW-22 SWIVEL-HEAD 
FLASHLIGHT. AN EXCLU- 
SIVE USALITE PATENT 


BUY WAR BONDS 


NO. 75 CELL 


Flashlights & Batteries 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
Exec. Off.: New York 11, N.Y. Branch Off.: Chicago 7, tit 
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Thousands of Cordley Electric Water 
Coolers are seeing worldwide action 
on ships of the U. S. Navy (Contracts 
NXs 9982 and NXsx 57045) and the 


Maritime Commission. 


Cordley battle- proven water coolers 
will be available for use in hospitals, 
factories, offices, restaurants, stores 
and other commercial requirements. 


The data on Cordley Electric Water 


Coolers is worth writing for. 


CORDLEY & HAYES 
422 Fourth Ave., New York 16 


25% Of Kansas Farmers 
Want Refrigerators 


The refrigerator is the most sought 
after appliance in the Kansas farming 
counties of Sedgwick, Sumner. Har- 
vey, McPherson, Rice, Reno, King- 
man and Harper, according to a re- 
cent survey made by C. R. Jaccard, 
extension economist in agricultural 
planning at Kansas State College, who 
just completed a statewide survey of 
rural post-war wants. Twenty-five 
percent of the farm homes want re- 
frigerators, he reports. 

Other appliances they intend to pur- 
chase are, washing machines, 19.5 per- 
cent; radios 17.7 percent; water heat- 
ters, 16.6 percent; heating systems 
13.4 percent ; home insulation 12.3 per- 
cent; household equipment 10.6 per- 
cent; air conditioning, 10.4 percent. 

“Tf wire is available, the number 
of electrified farm homes in Kansas 
will be doubled in the first three post- 
war years,” predicts Jaccard, from 
survey results. “It is estimated that 
new electric consumers will spend for 
farm and home equipment and instal- 
lation, $5,556,000. Present customers 
will spend about $2,800,000. These ex- 
penditures will include wiring, plumb- 
ing and electrical equipment,” Mr. 
Jaccard said. 

Most of the house repairs will be 
for remodeled kitchens and bathrooms, 
survey results reveal. 


Swap Campaign Carries 
On In Chicago 


Following the revival of the swap 
campaign by Commonwealth Edison 
Co., is was reported that approxi- 
mately 500 old appliances a week are 
coming in for war stamps. In ten 
weeks some 5,661 idle appliances have 
been put to work. The top week was 
680. This swells the overall results 
since the campaign was first launched 
Oct. 18, 1945 to 57,400 appliances. 
Weekly high score was made by W. 
C. Wollenhaupt, Electric Appliance 
Mart, who reported 98 appliances 
turned in. 


Dealer Fraud 


Robert A. Gaudette, who is said 
to use six aliases, was indicted re- 
cently by the Federal grand jury on 
charges of using the mails in a 
scheme to defraud electrical appli- 
ance dealers. 

The indictment charged that 
Gaudette operated as the Calvert 
Electric Supply Co., at 17 Guil- 
ford Ave., Baltimore, Md., and re- 
ceived money orders and checks 
totaling $5,097 over a period of 
about 20 days last January. 

The indictment said that Gau- 
dette purchased four hotplates and 
10 heaters and used them as a front 
in his office. The heaters were 
offered for sale at $4.15 each, al- 
though Gaudette paid $7 each for 
them, and the hotplates were 
offered at $1.85, having cost $2. 
The accused purchased printed 
postcards, stationery and lists of 
retail appliance dealers from a 
local advertising agency. He opened 
a bank account and deposited 
checks and money orders received 
on orders for the appliances, and 
withdrew $4,830.20, it was alleged. 

According to Virgil Van Street, 
assistant U. S. attorney, Gaudette’s 
present whereabouts are unknown. 


WRITE FOR 
CATALOG 


Cole Hot Blast Space Heaters 
have National Consumer Ac- 
ceptance, Finest Construction 
and Special New Patented 
Features. 


Economically and attractively 
priced to compete favorably 
with all space heaters on the 
market today. Write now for 
new catalog illustrated in full 
colors. 

Manufacturers of 


GAS—OIL—COAL—-WOOD HEATERS 
GAS—OIL FIRED FLOOR FURNACES 


"OLE 


Cole Hot Blast 


Manufacturing Company 


08-26 WEST STREET CHICAGO 32 


HEDGEMASTER 
Portable 


ELECTRIC 
TRIMMER 


THE ONLY 
TRIMMER 


DOUBLE 


ACTION 


Both blades move in op- 
posite directions—an ex- 
clusive HEDGEMASTER 
feature. Nothing to obstruct 
shrubbery from entering the 
cutting blades nor to limit the size of 
stalk that may be admitted to them. No 
vibration—smooth operation, dependable 
performance and long life. Models for 
the home owner, and caretaker, landscape 
gardener, nurseryman, etc. Well balanced 
to fit the hand without wrist strain. May 
be used to trim hedges, shrubbery, trees, 
grass, etc. Powered by Universal Motor 
for use on AC or DC current. Will cut 
heavy stalks without stalling motor. Model 
7 shown here has 7'/2"' cut; overall length 
of handle 8%"; net weight 3% Ibs. All 
models reasonably priced. Available 
after the war. 


KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 
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fl Back in the ‘70s, the breeze on hot days was progressive families who believed in new prod- 

made by hand. Behind columned porticos of ucts and could afford to buy them. 
on | Southern homes, punkahs stirred the sultry air. | House & Garden’s readers are today’s first mar- 

On porches across America, the palm-leaf fan __ ket. A recent survey* shows that 62.2% of those 
was summer's constant companion. who plan to build or buy post-war houses will 
ved With the invention of the electric fan in 1882, use some kind of air-cooling. If you have a new 
“ millions of fluttering hands fell idle. The first product to sell, keep your eye on the House & 
oe people to purchase this new invention were the Garden families. The country follows their lead. 
"February, 1944 
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sells America’s entering-wedge market 
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@ Power is needed to keep the wheels of stepped-up farm 
output turning. In the Midwest 8 States, farming is 
“Big Business” with an average farm income of $5,219 
per farm as compered with an average of $2,758 per 
farm in the other 40 states. Here is the automotive 
farm power market of today and tomorrow! Here is 
necessity! Here is capital! And here, is your medium 
for full coverage of this rich farm market—The Midwest 
Farm Paper Unit! 


VALUE OF MACHINERY AND OTHER EQUIPMENT 


37.2% 


Midwest 8 States’ percentage of national investment in farm 
machinery and other equipment. 


VALUE OF 


FARM 


33.9% 


Midwest 8 States’ percentage of national investment in farm buildings. 


BUILDINGS 


NUMBER OF AUTOMOBILES 


31.1% 


Midwest 8 States’ percentage of national investment in automobiles. 


DETROIT 2 


CHICAGO 2 SAN FRANCISCO 
Michigan Ave. 542 New Center Bidg. 


Ruse Bidg. 


Nebraska Farmer Wallaces’ Farmer & lowa Homestead 


PAPER UNIT 


LOS ANGELES 14 
523 W. 6th Se. 


| The Farmer Wisconsin Agriculturist & Farmer Prairie Farmer 
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“You're going to handle 
GAROD RADIOS— lucky, 
lucky you!” 


There's a scale that has given weighty consideration T H 
to the dealer's problem and decided on GAROD 
Radios as the best deal possible. You get a full line 


of models, portables, table sets, combinations, etc. is 
| You get sets that move quickly and stay sold. You 
| get advertising and promotional support. You get F Cc 


store and window displays. Seems as if this scale 
Bives pretty competent advice for only a penny. 


fro 

Place your order now with 
your nearest GAROD distributor. E 
Skt. d 
“Garon @ ranio 
° li 
— 
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GITS PLASTIC 
PROTECT-0-SHIELDS 


Designed 
Merchandised for 


QUICK SALES 


Thoroly proved on the counter. Mod- ( 
ernly artistic in design, these shields 
ae expertly merchandised to sell on 
sight. A beautiful! multi-colored dis- 
play is furnished each dealer. Molded 
of unbreakable plastic and in a range 
of colors to harmonize with any wall or 
wall paper. Retail —single size 25c 
each — double size 35¢ each, with full 
discount. Order from your jobber. 


Moldino VES 
4656 W. Huron St., Chicago 44, Illinois 
Manufacturers of the Famous Gits Flashlights, 


Knives, Savings Banks, Games, Stir Sticks, efc. 
| Canadian Distributor: Kahn, Bald & Laddon 


JUNE, 


Ltd., 69 York St., Toronto 
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from MAINE to FLORIDA 


Expand your new product 


distribution quickly and eas- 


) ily with this already estab- 
lished, efficient sales organi- 


ss zation. Our sales crew of 
trained men can work for 
you through leading depart- 

Ss ment store and housefur- 
nishing outlets from Maine 
to Florida. 


) E. J. McAleer & Co., is one 
of Philadelphia’s largest and 
best established jobbers of 
nationally famous house- 
wares, including O-Cedar 
products, and Pyrex oven- 
ware. Wecan entrench your 
products now for bigger 
consumer acceptance. Write 
today—stating your sales 
problems. No obligation. 
Inquiries will be kept 


confidential. 

ds 

yn > 

s- | In peacetime, in addition 
d = } to being a leading distrib- 
e | utor of nationally known 
- housewares, E.J.McAleer 
~ & Co. make metal kitch- 


en cabinets, wall cabinets 


ill | and wardrobes. 


inois AND COMPANY, INC, 
lights, 1422 N. 8th Street 

PHILA, 22, PA. 
addon 
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freez-All well realizes that it is not enough to have a 
lne of fine food freezers and a great ready made mar- 
ket ‘or them .. . there also must be extens've plans 
‘o: reap’ng this market. Freez-All has already broken 
with a natonwide campaign that has brought many 
thovsands of inquiries. In addition there will be local 
newspaper advertising, dramatic point of sale material, 
new tng merchand'sing and promotional plans, and 
eales Il'terature of many kinds to assist Freez-All deaiers. 
Complete information on Freez-All home freezers gladly 
sent on request. Please write today. Dealers are now 
being franchised all over America. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 
Dept. T27 Bloomington, Illinois 
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“INSECT REPELLENT” LAMPS 
for SUMMER MARKET! 


ry product with proved de- 
‘mand—millions of these orig- 
inal “Insect Repellent’ Lamps 
were sold prior to “Pearl Har- 
bor’. Get your share this year. 
Two sizes, 60 and 100 watts, 
now being made again. Cuts 
night flying insect attraction up 
to 92%. For porches, gardens, 
amusement parks — wherever 
people spend summer eve- 
nings out-of-doors. 

EYE CATCHING DISPLAY 


PROMOTES FAST TURNOVER 
QUICK, EASY PROFIT! 


Ask for details on the small unit 
packed Deal “’L” including the prewar 
dispenser display and literature. All 
orders filled in their order of receipt. 


| || \0N lehind 
| | The = L WOME FREE 

| 
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| 
fe FREEZE 
LEADS 
J FREEZ-ALL 
| 
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Olympic Radio & Television Div : 
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UNDISPLAYED RATE: 


$1.00 per line or fraction per 
insertion—minimum $4.00. First 
line small black face type. 
Discount 10% full payment in 
advance for 4 consecutive in- 
sertions. 


WHERE TO BUY 


Parts, Services & Accessories 


DISPLAYED RATE: 


$12.50 per inch per insertion 
contract rates on request. (An 
advertising inch is %” on one 
column—4 columns—48 inches 
to a page.) 


EASY and G. E. WASHERS 


Send for Descriptive Circular 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


"30-MINUTE" 
HIGH POST CHANGE-OVER 


For 


Fhe FRANTZ MANUFACTURING @. 


125) DU 


CANTON 6, OHIO 


Original parts for following washers. 
ABC, Apex. Automatic. Barton, Boss. 
Coronado, Crosley. Dexter. Easy. G.. 
Horton, Hotpoint, Ke!vinator. Meadows, 
1900, Norge, One Minute. Speed Queen. 
Thor, Universal, Voss. 


Order by original part number or mail 
in old part for sample. Give name and 
model number of washer. 


Finch’s Washer Parts Co. 


432 South Division Avenue 
Grand Rapids 3, Michigan 


PRECISION 
RECONSTRUCTED 


NET COST 
$2.64 UP 


lar makes. 


ARMATURES 


FOR VACUUM CLEANERS AND SMALL APPLIANCES 


Will Stand 
150% Overload 
75% Overheat 
70% Overspeed 


Immediate delivery on an Exchange Basis of all popu- 
Others rebuilt like new and guaranteed. 
Prompt service. Write for Armature Price List. 


TRUCK 


immediate Delivery 
Rubber Tired Wheels 
first quality, not a 


wartime makeshift 


of 
Light wt. very i2 
easy to handle. Ht. 11.95 
14” .14” wide at nose. Curved cross Lets 3, 
vieces. The only truck we sell. Spe- Single, $ 
cializing permits a better truck, and more of 
them! mail only at present time. Fully guar- 


doz. kits ea. $2.25. 


Fiat tron fits all handles with long 
bolt & nut ea. i8c, per C. $15.00. 


Fiat Iron Small Cord Plug fits some 
tank type cleaners, ea. .080, per C. 
$6.75. 


Switches—Toggle with Shank and 
Lock Nut 3-wire two speed, ea. 
25e, per C. $15.00. 


Round Ball Bearings for Easy 
Wringers £50439, $16.00 per C. 


$7002A 


ver C on Request. 
Original Apex Rack Guide #52064, 
-53e ea. 


Easy 3 Cup Aluminum Yoke #67004, 
Price on Request. 


BIG PROFITS 
ON 
SMALL PARTS 


inteed. F.O. B. 1% 10 days. Unrated firms cash 
PENN APPLIANCE DISTRIBUTORS ARMATURE vit order. AAS will assist immediate delivery. 
fhe MANSEES C8., Bapt. 3147 Bloomington, lll. 
126 S. 2nd Street ° Harrisburg, Penna. | 73, 
steel—to test for j 
One of Pennsylvania's largest vacuum cleaner supply houses. shorts. ' 
References: Dun & Bradstreet j 
Fiat tron Repair Kits Terminals, Square Ball Mey for Easy etc., 
Points, BM, per kit $2.75, #50425, $13. per C. Now eeee 


GENUINE PARTS 


WASHERS and CLEANERS 
FROM ONE SOURCE 


Write for latest list which shows 
makes handled and discounts from 
published list prices. 


WYNAR 155 State St., Rochester 4, N. Y. 
106 E. 9th St. Chester, Pa. 


2218-8, 114" 
Blackstone, 


gate. R, 1%" round hole for 
utomatic, Conton 


2122 EUCLID AVE., 


PIN EXTRACTOR TOOL 


With this tool you can remove » pins both taper and straight from 
95% of all the makes of w 


square hole for M Barto 
Boss, Dexter, Meadows, 


One of the greatest time caving tools ever developed for the 
washer repair men. 


n, American Bee V 
ne Minute and 


-90 


Speed Queen, 1900, Kenmore, Fauitiess, A.B.C., 
Haag, Laundry Queen, Prima and 


$9.25 


PEARSOL APPLIANCE CORP. 
CLEVELAND 15, OHIO 


Washing Machine and Vacuum Cleaner Parts . 


One OF SUPPLY 
1913 Washi Ave, 10, Tex 
410 Marquette, Minnenoolls Wire 
Geodrich White Wringer Rolls for al) makes 
WASHER CLEANER PanTe 


VacuUnm & APPLIANCE 


Repair your own 
[Now ELECTRICAL APPLIANCES 
with CHANIT Seif-Weldin ELECTRICAL 
HEATING ELEMEN T —. enerous amount, 
instructions 4 $i. 
CHANITE SALES. COMPANY 
914 South Main Fort Worth 4, Texas 


Burned Out or Broken Electric 


turn on current, Used by utility com- 
panies, etc. Family size, $1.00, 4 oz. 
size $2.50. Satisfaction guaranteed 

Armstrong Mfg. Co., 


Heating Elements 

repaired with NICHRO 

CITE PASTE Simply 
overlap ends, apply paste, 


Box 861E Minneapolis, Minn. 


TKs and Chromalox heat units, switches 
and parts for all standard makes of 
electric ranges. 


Finch’s Washer Parts Co. 


432 S. Division Ave. 
Grand Rapids 3, Mich. 


LAMP SERVICE AND SUPPLIES 


Convert Vases, Oi! Lamps, Shells, War Trophies and 
other Objects into beautiful table lamps. You take 
the orders, ship to us; we do the work. SED job 
costs you $6.00, you sell for $10.00 or m 

Can also supply repair parts for fms ‘Toor, table 
or other lamp. Send broken parts for duplication. 


LAMP SPECIALTY ay 


Our 132- page 
FREE Catalog of FREE 
) Machine & Vacuum Cleaner Parts. 
Save mone La ordering all your supplies 
from ndable source. 
ity, Service, Low Parts 


APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 


LS 


WHITE SC 
ALL SIZES FOR IMMEDIATE DELIVERY 
COMPLETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 STREET 


3201 Grand Ave., oit 6, Mich. 


SPECIALTIES 


Vacuum Cleaner Bags, 
and covers, washing and ironer covers. 
Textile Specialty Co., W. 54th, Cleveland, O. 


Electrical Mangle Roll Pads and Covers 


Ironing Board Pads. 
Ohio 


NEW ADVERTISEMENTS 


CLEVELAND. 
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.--And in the public’s answer is the answer to 


WHICH NAMES IN CLOCKS WILL BE FIRST IN POSTWAR SALES 


Westclox, Big Ben—these friendly familiar names are 
first in the public mind because in American homes 
they’ve been first in dependability for many years. 
This means that these names will be your postwar best 
sellers—the clocks your customers will demand . . . the 
clocks with the names people know, and know they 
can trust. Just when they’ll be available we cannot 
say. In the meantime our national advertising is keep- 
ing these popular clocks in the public eye—and in the 
public mind! 


Electric and spring-wound alarm clocks, 
time clocks, wrist and pocket watches. 


yes WESTCLOX, LA SALLE-PERU, ILLINOIS 


Keeps America On Time 


WESTCLOX 


of GENERAL TIME 


ELECTRICAL MERCHANDISING—JUNE, 1945 


AND PROFITS IN- 
STALLING “A-P” 
TEMPERATURE CON- 
TROLS ON OIL-BURN- 
ING SPACE HEATERS 


HERE’S a service you can do for your oil- 
burning space heater customers this sum- 
mer that will help them conserve next 
winter's fuel rations and assure more 
uniform warmth and heating comfort. 


EVERY OIL BURNING SPACE HEATER 


equipped with an “A-P” Model 240 DR or UR Manual 
Control can be quickly and easily fitted with this efficient, 
fuel-saving ““A-P” Thermostatic Temperature Control. 


“sit 


To this *'A-P’* Con- 
stant Level Oil 
Control (Standard 
Equipment on Most 
Good Oil - Burning 


Heaters 


—this "A-P" Elec- 
tric Auto Heat Con- 
version Top. 


THEN 
the wall. The result will 
be COMPLETELY 
AUTOMATIC HEAT 
CONTROL—always uni- 
form and dependable. 


INSTALL this 

Thermostat on Feature 

this “"A-P" Temperature Control now 
—for installation during the summer 
months. It means PROFITS for you— 
fuel economy and heating satisfaction 
for your customers. 


AUTOMATIC PRODUCS COMPANY 


2400 North 32nd Street Milwaukee 10, Wisconsin 


DEPENDABLE 
Od Controls 
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... and sales at a glance —a smart new electric clock 
that’s as easy to read as it is to look at — and just as easy 
to sell. 

Models for home or office, with works that carry a life- 
time guarantee. For setting, a simple new patented gear 
release replaces the conventional clutch. 

Complete clocks and works for built-in applications will 
be available soon.* 


eSine 


Address Department EM 


FAMILY OF 


LZ CTURING CORPORATION 


WEEDSPORT, NEW YORK 


*We're 100% on wor 
) work now. The more 


wor bonds you buy, the 
sooner you'll again have 
fine merchandise for sale. 


Start now to earn 
the bigger pay in 
electrical repair 


Was there ever such an oppor- 
tunity to get started in electrical 
maintenance and repair—and at 
top-notch wages? Are you ready — 
with experience and ability —to cash in on it? Others are getting just the sort of 
background needed — quick! practical! —to handle the great variety of electrica! 
maintenance and repair work TODAY —from this well-known electrical library. 
You can too 


THE LIBRARY OF ELECTRICAL 
MAINTENANCE AND REPAIR 


5 vols., 1826 pages, 1724 illustrations 


Gives you the “know-how” to tackle any wiring or motor job. Five books show you 
‘ HOW —to install all types of motor and generatpr units—to inspe~ and repair 
motor starters and generators — to diagnose motor and generator troubles — to figure 
new windings for old cores, DC and AC windings—to test armature windings. 
test induction motors, etc., etc. One book is full of trouble-shooting charts that show 
quickly symptoms, causes, specific remedies, etc. 


Take the first step toward improving YOUR future 
Mail this coupon TODAY 
No money down—special price—easy payments—FREE trial 


McGRAW-HILL EXAMINATION COUPON 
McGRAW-HILL BOOK CO., 330 W. 42 St., New York 18, N. Y. 


Send me for ten days’ free examination the Electrical Maintenance and Repair 
Library. If satisfactory I will send you $1.00 in 10 days and $2.00 monthly until the 
price of $15.00 is paid. If not wanted I will return books postpaid. (To insure prompt 
shipment write plainly and fill in all lines.) 


@ SEARCHLIGHT SECTION @ 


POSITIONS VACANT 


EXCEPTIONAL POSTWAR opportunities for 
top-flight district sales managers, retail 
store designers, and architectural draftsmen, 
with nationally known manufacturer of store- 
fronts, entrance doors, and new post-war 
building materials sold through established 
distributor organization and backed by exten- 
sive national promotion program. Write in full 
confidence, giving details education, business 
experience, etc. Address—Personne!l Director, 
The Kawneer Company, Niles, Michigan. 


AN OPPORTUNITY for a manager. A rela- 

tively new but well organized distributing 
company with franchise for a live Southern 
state on many nationally known household 
electrical appliances, and some commercial 
lines, has an opening for a manager with the 
ability, experience and energy to accomplish a 
minimum earning of $15,000 a year. We are 
establishing dealers every day to handle our 
various lines and have already sold our full 
quota (in excess of $1,000,000.00) on one unit 
for the first post-war year. A man of 35-40 
with an established successful record in the 
sale of similar products preferred. If you 
think you are the man, write us, giving full 
details and references. Correspondence con- 
fidential. P-760, Electrical Merchandising, 
330 W. 42nd St., New York 18, N. Y. 


WANTED ELECTRICAL Engineers—for lab- 

oratory research and development work in 
a well-known New England concern. State 
qualifications, marital status, age and salary 
desired. P-761, Electrical Merchandising, 330 
W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


SALES EXECUTIVE seasoned merchandiser 

of electrical household appliances open for 
proposition from substantial manufacturer. 
Several years experience supervising sales to 
department stores, utilities, chains, jobber- 
dealer channels also export. For prompt 
action write PW-762, Electrical Merchandis- 
ing, 330 W. 42nd St., New York 18, N. Y. 


SALESMAN WANTED 


SALES EXECUTIVE Wanted Experienced 

executive with ability to organize a whole- 
sale force distributing prominent make elec- 
trical appliances. One with factories contact, 
both for appliances and radios preferred. 
Excellent opportunity for thoroughly experi- 


enced aggressive person. Give full particulars 
with references, etc. in first application which 
will be considered strictly confidential. SW- 


763, Electrical Merchandising, 330 W. 42nd 
St.. New York 18, N. ¥ 


REPRESENTATIVES AVAILABLE 


LINES WANTED by 
@ NORTHWEST DISTRIBUTOR 


Established more than twenty-five 
years with wide following with Best 
Contractor Dealers in this area. An 
Aggressive Competent Sales Force that 
personal contact 


lines—Washers, lroners, R Re- 
frigerators, Water-Pressure 8, 
Pumplacks, Farm Freezer Units, 


Radios and Players. 
Correspondence held in strict confi. 
dence. Kindly write 


ELECTRIC SUPPLY COMPANY 


376 Minnesota St., St. Paul 1, Minn. 


WEST COAST 


Assembling plant in San Francisco with 
facilities to assemble, to spray and 
bake, to warehouse and to distribute. 

Offers opportunity to Eastern or Mid- 
dle-Western manufacturer for better dis- 
tribution and service of their products. 

Commission basis or “cost plus” or 
profit sharing basis. 


Write details to 


RA-756, Electric Merchandising 
68 Post St., San Francisco 4, Calif. 


Appliance Manufacturers 
or Distributors 


Well known reliable company (Spring- 
field, Mass.) desires approved lines of 


all kinds of electrical appliances and 
radios. 


In excellent position to place several 
hundred refrigerators yearly. 


All replies confidential 


Write F. J. L. 
48 Eleanor Road, Springfield 8, Mass. 


MANUFACTURERS, How about the deep 

South? Manufacturers representative wants 
good lines to sell wholesalers or department 
and large retailers in Louisiana, Mississippi, 
Alabama, North Florida, South Georgia. Ex- 
clusive representation on straight commission 
basis. Give all details first letter. RA-742, 
Electrical Merchandising, 330 W. 42nd St., 
New York 18, N. ¥ 


ATTENTION MANUFACTURERS and job- 

bers. Three hundred appliance, furniture, 
hardware dealer following. Twenty counties, 
central-western Michigan. Will operate as 
manufacturers agent or jobber. Advise mer- 
chandise offered now or post-war. Kent 
Wholesale Distributors, 2247 Union Ave., SE 
Grand Rapids 7, Michigan. 


SAINT LOUIS Representative, maintaining 

office, desires top lines, radios, electrical 
appliances, small hardware, cutlery, covering 
retail and wholesale trade, in this area and 
Central States. RA-764, Electrical Merchan- 
dising, 520 N. Michigan Ave., Chicago 11, Ill. 


BUSINESS OPPORTUNITY 


ATTENTION INDEPENDENT Distributors— 

Salesmanager with retail and wholesale 
experience of twelve years, wishes to locate 
with a company with a definite post-war 
program. Will invest in your business. Write 
complete history of your business in first 
letter. BO-765, Electrical Merchandising, 
520 N. Michigan Ave., Chicago 11, Ill. 


LINES WANTED—FOR CANADA 
By an aggressive sales organization 
backed by a fully equipped motor and 
appliance repair shop. Write 


INDUSTRIAL SERVICES LIMITED 
156 St. Vieteur West, Montreal. 


DO YOU WANT 
DISTRIBUTION 
IN AUSTRALIA? 


An Electrical Appli distrib also 
owning multiple retail outlets, estab- 
lished in Australia in 1938, desires new 
lines of American made electrical appli- 
ances. American owned, experienced in 
d handising and selling. Satis- 
factory financial responsibility. Personal 
interview d on t 


RA-757, Electrical Merchandising 
68 Post Street San Francisco 4, Calif. 


PRICED FOR QUICK SALE 
New Factory-Packed 


HARDWICK-HINDLE 


50 Watts—4 Ohms—Vitreous enemeled. 
wire wound Resistors. Dimensions 742" 
long—1” diameter 
List $4.50 
OUR SPECIAL CLOSE-OUT PRICE 
75¢ each 


PARAGON RADIO DISTRIBUTORS 
135 Liberty St. New York 6, N. Y. 


Hardlines Divisional 


Top flight man with successful record 
of experience to supervise, Hardware 
and Housewares—Major and Small 
Electrical Appliances—Sporting Goods 
—Luggage—Pictures and Mirrors— 
China and Glassware—Wallpaper and 
Paints—Radio and Records. 


Merchandise Manager 


minded, with character above reproach. 
The man we are seeking must be a 
working manager—with imagination, 
backed by the knowledge anc capa- 
bility of developing the most outstand- 
ing departments in the community. 


Salary commensurate with ability, re- 
H ber of Sales Promotion Committee, details of experience, qualifications and 
therefore must be aggressive, store history in first letter. 
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OF 


with A-t References, ample capital and very strong 
following throughout New England wants to con- 
tact manufacturers of Electric Household Appli- 
ances, Radios, Electric Clocks, Washers, troners, 
Broilers, Vacuum Cleaners, etc. 


MASSACHUSETTS 
JOBBER AND DISTRIBUTOR 


BO-759, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


ment ony) ve the! 

rates y' e ance. 
RS — Co 

ro DISCOUNT of SELLING : 

10% if full payment is 

in advance for EMPLOYMENT : 


secutive insertions. 


ee DISPLAYED RA 
$2.00. POSITIONS prom. 
WANTED (full or part time mente ~~ 

individual salaried is 


(Classified Advertising) 


“OPPORTUNITIES” 


: MERCHANDISE 
: BUSINESS 


Contract rates 
est. AN ADVERTISING 
INCH is m 
tically on a column—<4 
umns—48 inches to a page. 


WILL BUY DISTRIBUTOR 


A thoroughly experienced and capable executive with outstanding 
record and ample capital wishes to purchase for cash an established 
business distributing electrical household appliances. Will buy outright 


or a controlling interest. 


He intends to actively head the company on a permanent basis. 
Will retain present personnel. Business must be susceptible of sub- 


stantial development. 


Should be of interest to distributor wishing to retire because of age 
or for other personal reasons. Will pay liberal price. 8-P, Box 26, 


Trinity Station, New York. 


Prominent Georgia distributor with large warehouses 
and strong sales organization offers you an aggres- 
sive, competent organization with top financial stand- 
ing, having a large dealer following. Please provide 
full particulars in first letter to 


BO-746, Electrical Merchandising 
330 West 42nd Street, New York 18, N. Y. 


Manufacturer's Representative 
CAN HELP SECURE DISTRIBUTION IN MID-WEST 
Electrical and Hardware Lines 


and we want you to know him . 
DISTRIBUTION in the Electrical (emphasis on Lighting) and Hardware field. His 
territory is Wisconsin, Minnesota, the Dakotas, Iowa and Nebraska. We're helping 
him select the BEST lines for that field. He’s up to his neck in war work now, but 
it won't be long . . . he'll return to the territory. If your lines are sufficiently advanced 


We know a man... 


to plan for distribution, tell us about it. 
mission set-up, of course. 


ALLAN D. PARSONS, ADVERTISING. 


- who has successfully secured 


We'll discuss it with him. Straight com- 


646 N. Michigan Ave., Chicago 11, Ill. 


LOS ANGELES TERRITORIAL MANAGER 


epresentative now available, age 45, 15 years suc- 
seabed pioneer merchandising with pre-war m: 
manufacturers of modern kitchen cabinets, sin’ 
electric appliances, is desirous to represent or sales- 
manage merchandising manufacturer or distributor, 
in sales activities with proven sales 
methods. Reply 


RA-755, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


LINES WANTED 


Well rated, direct factory sales representatives cov- 

ering household furniture and electrical appliance 

trade in Chicago and surrounding territory desire 

lines. Can guarantee volume sales and complete 

yam gage to jobber, syndicate and department store 
e. 


RA-753, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, II. 


Brazilian businessman of Rio 
de Janeiro will arrive during 
May/June for the purpose of 
establishing contact with man- 
ufacturers of household equip- 
ment — Radios, Refrigerators, 
electric ovens, g 
chinery, etc. and who are in- 
terested in distributing their 
post-war production in Brazil. 
First class sales organizations 
and connections in principal 
cities of Brazil. . 


Best references obtainable at New 
York. Any offer please direct to 


Mr. A. M. D. G., ; 
c/o The Machinery 

113 N. 3rd St., Philadelphia 6, Pa. 


WANTED 


By a centrally located elec- 
tric light and power company 


Men to fill postwar positions in our 
Sales Organization. We need: 
Assistants to 
Division Sales Managers 
Supervisors 
Plus Several Top Notch Salesmen, 
Including 
Men Who Can Specialize in Selling: 
Commercial Cooking 
Air Conditioning 
Industrial Heating 
limi le training 
tormation about training, experience, 
sames of former employers, how long em- 
ployed by each, who to write for ret- 
erence, age, number of ents, salary 
enpected, how soon le. Send pic- 
SW-740, Electrical Merchandising 
620 North Michigan Ave., Chicago 11, III. 


LINES WANTED 


Prominent Pacific Northwest 
DISTRIBUTOR - WHOLESALER 


Home office Portland, Oregon, branches in 
Oregon and Washington. Old established, 
financially sound, progressive concern. 
Complete, up-to-date display and warehous- 
ing facilities. Large, competent sales force. 
Thousands established dealer accounts. Of- 
fers manufacturers who are not yet or not 
satisfactorily lined up in this area which is 
one of the most prosperous and electric 
minded in the country an ideal connection, 
not only for the transition period but also the 
years to come. Replies will be held in strict- 
est confidence. 


RA-754, Electrical Merchandising 
68 Post St., San Francisco 4, Calif. 


Wholesale Electrical 
Appliance, Radio and 
Furniture Salesmen. Ex- 
erienced — Who have 
stablished Contacts 
among Furniture, Elec- 
trical Appliances, De- 
artment Stores and 
istributors: 


Splendid opportunity offered for large 
earnings on liberal commissions sell- 
ing the products of a chain of factories, 
manufacturing such appliance lines as 
national and private brand Washing 
Machines, Vacuum Cleaners, Radios, 
Stoves, Etc. In furniture—complete 
lines of Chairs, Living Room Suites, 
Sofa Beds, Bedroom Furniture, com- 
plete line of Wood Poster Beds, Din- 
ettes, Novelty Furniture—promotional 
and popular styled. Extensive line of 
Juvenile Furniture and Toys, Record 
Cabinets, Bookcases, etc. All above 
lines are promotional and sold in quan- 
tities. These goods are purchased by 
the largest syndicates, jobbers, depart- 
ment stores and mail order houses as 
well as the smaller dealers. We have 
accounts established throughout the 
United States. Only seasoned experi- 
enced men need apply. Please state 
experience in application and what you 
are now handling in your first applica- 
tion. Communications will be treated 
in strictest of confidence. 


SW-751, Electrical Merchandising 
330 W. 42nd St., New York 18, N. Y. 


SALES PROMOTION 
EXECUTIVE 


wanted by Michigan manufac- 
turer of home appliances. Only 
a self-starter with proven record 
will be considered. Experience 
must include actual field mer- 
chandising of home appliances 
and complete knowledge of 
usual practices and procedures 
in this industry. Excellent op- 
portunity in company with fine 
postwar prospects and national 
distributor set-up. In compre- 
hensive letter give full details, 
experience, draft status, personal 
facts, and enclose recent picture. 
Address 


SW-752, Electrical Merciiandising 
520 N. Mich. Ave., Chicago 11, III. 


WANTED 


Necessary tools and dies for the manufac- 
ture of table fans, motor laminations, motor 
parts and bell transformers. In your letter 
describe fully what you have to offer and 
price. 
W 758, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 
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RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


4 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 
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Harold Freeman Barnes 
1897-1945 


HE electrical industry !ost an out- 


standing leader and pioneer advo- 
cate of better light for betier sight with 
the death on May 8, of Harold Freeman 
Barnes. Manager of General Electric 
Lamp Department’s sales promotion di- 
vision since 1931, with headquarters at 
Nela Park, Cleveland, Mr. Barnes suc- 
cumbed to a lingering illness. 

Into the electrical business H. Free- 
man Barnes injected a humanism 
hailed by thousands in all ranks of the 
industry. He was widely known both 
here and abroad for his countless in- 
spiring talks and presentations. A man 
of many talents, he combined his lively 
imagination, creative instincts, elo- 
quence, and musical ability with his 
genius of leadership. 


Helped War Effort 


In recent years, Mr. Barnes dedi- 
cated his efforts to helping win the war 
faster. Effect of his contribution on 
the war effort—nationwide programs 
conceived by him and designed to in- 
crease industrial production through 
wider and more intelligent use of lamp 
and lighting tools—is regarded as far 
reaching. 

His war time philosophy was force- 
fully expressed in a little pamphlet en- 
titled: “The Last Hour of the War”, a 
personal sentiment which has evoked 
wide interest within and outside the 
electrical world. His death, inci- 
dentally, occurred on V-E Day in the 
last hour of the European War. 

Born June 7, 1897 at Beloit, Kansas, 
Mr. Barnes attended Swarthmore Col- 
lege where, in 1918, he was awarded his 
A.B. degree. He had majored in elec- 
trical engineering. After his gradua- 
tion, Mr. Barnes joined the engineering 
staff of G. E. Edison Lamp Works at 
Harrison, N. J. In 1922, he was trans- 
ferred to the publicity division of Edi- 
son Lamp Works and, in 1928, was ad- 
vanced to the post of assistant publicity 
manager. 


Promoted Science of Seeing 


With the merger of the Edison and 
the National lamp works, Mr. Barnes 
transferred to Nela Park headquarters 
of the G.E. Lamp Department at Cleve- 
land, Ohio. In 1931, he was appointed 
sales promotion manager for the entire 
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Lamp Department of G.E., which post 
he held up to the time of his death. 

It was he who envisioned the pro- 
motional potentialities of the now fa- 
mous Science of Seeing announced to 
the world in 1933. He was largely 
responsible for converting the new- 
found facts into the Better Light-Bet- 
ter Sight movement. 

Surviving him are his wife, Mar- 
garet, three sons; Richard, Ralph, and 
Arthur; by his mother, Mrs. Haro}d 
Barnes of Swarthmore, Pa., and by a 
brother, C. Clifford, who resides in 
Baltimore, Md. Mr. Barnes’ son, 
Ralph—a private (first class) in the 
armed forces—was listed as missing in 
action sometime ago and has since been 
reported as confined to a German 
prison hospital. 


SHOP TALK 


Wa ter L. Jerrrey, sales manager 
of the Leonard Div. of Nash-Kelvin- 
ator, digs this 64-year-old story out of 
company archives: 

“In the early summer of 1881, a 
thrifty cook in the home of C. H. Leon- 
ard, Grand Rapids merchant, poured 
some hot bacon drippings into a lard 
pail and placed it on top of the ice in 
the ice box to cool. The hot pail 
skidded across the top of the ice, 
dumped its contents down the sides 
and flues of the box. When Leonard 
came home for lunch, he was con- 
fronted with an empty table and a 
tearful cook. He had the box emptied 
and carried to the backyard, where its 
interior was doused with gallons of 
boiling water. 

“Back in his office, he set to work 
designing a new type of ice box with 
removable flues and shelves, and within 
a few weeks was building and had pa- 
tent applications on what he called the 
‘Leonard Cleanable’. ‘These first im- 
portant steps in household food preser- 
vation soon gave him the lion’s share 
of the ice box business and by 1914, 
when Kelvinator undertook to mechan- 
ize the domestic refrigerator, about 
one-sixth of all the ice boxes in use in 
America were Leonard ‘Cleanables’.” 
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Refrigerators in January By L. E. Moffatt 


Who Will Get the First Appliances?................... 


As the first trickle of merchandise appears on the market, retail 
merchants are showing considerable ingenuity in pleasing people. 


The Completed Home Plan _. 


Consolidated Edison System in New “York « announce a 79 to sell 
and finance homes with complete electrical equipment. 


Appliances Scheduled for Production Soon 


By Laurence Wray 


Within two weeks of V-E Day the oie industry feels a ries 
pickup. Revocation of M-126 by July |. 


What the "Newly Electrified" Farmer Thinks About 
By Tom F. Blackburn 


A visit to the Maytag Farms in lowa yields some interesting date 
on the uses to which electricity is put in this new market. 


5,000 Refrigerator Repairs............ By Lansdell Anderson 


—tbat is the record of the Jamaica Refrigeration Service, Inc., 
Jamaica, Long Island . . . An inquiry into the firm's methods. 


A Northern California Appliance Yardstick 
By Clotilde Grunsky 


To their studies on hendon. population shifts and income, Pacific 
Gas & Electric Co. add one on appliance saturation and post-war 
markets, for the why of their dealers. 


How Many D-C Appliances Will Be Needed 


By Gordon Thompson 


An examination of the present and future markets for appliances 
designed for D-C operation by an authority in the field. 


Servicing Sunbeam 
Another in the long list of down-to-earth repair articles—with pictures. 


Proctor Electric Co. dealers to a meeting in Hershey and 
then let them run the sh 


The Small Town Water System Market................. 


Some of the factors that are making utility men think about the load 
water systems represent in the semi-rural areas. 


More or Fewer 


Jenkins Music Co., Kansas City distributors, talk about post-war 
products. 


A Refresher Course for Appliance Dealers ........... 


In California, dealers are brushing up on their merchandising. 
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